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WHAT “REIMBURSED EXPENSE” RULING 
MEANS ON YOUR ’57—AND '58—TAX RETURNS 
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Cimon, there givin. 


General Outdoor Ady Co 


‘Guess evelybody fF 4 
saw that board!’ “w / 
2 


Outdoor gets results... and Clark sales prove it. success stories (Taystee Bread, Seagram’s Distillers, 
‘We decided to use 24 sheet posters for obvious Life Savers and many others), call the General Outdoor 

reasons,’ says G. J. Buettner, General Manager of Advertising Company office in your city. Or, write us 

Clark Candy Company. ‘‘Candy bars are impulse items, in Chicago 

and the high repetition of our billboard reminders 


helped move a lot of Clark bars from retail counters. 
“For our Halloween campaign, we used 24 sheet 
posters in combination with point of purchase materials IN 1600 MARKETS 
The results were outstanding sales definitely 
jumped. The success of this campaign has confirmed 
our belief in the effectiveness of outdoor advertising.”’ 
In one market or 1600 locally or nationally . 
GOA showings get measurable results. For additional 


Loomis Street, Chicago 7, Illinois 


Planning for the new arrival 


‘The new arrival means lots of new purchases in the Baby Department... and lots of other 
related purchases, too. ‘The whole family enjoys the fun of shopping together for such an 


important event — but here again, it’s Mother who makes the buying decisions. 


‘ . 
eCalls 
The magazine of Togetherness, reaching more than 5,000,000 families ... 4 JAC N 
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HIGHLIGHTS 


A REPRIEVE FOR SALES CHIEFS, SALESMEN 


yu haven't been listing 4 r reimbursed expenses, you re off 


the | 


hook, for 1957 at least, [Lhe Internal Revenue Service added 


ne 6(a) th ear to Form 1040 and said reimbursed expenses 


, 
i 
had to be x ut the cry tron employe without records and 


ildn’t su m made the IRS change its 


“FIZRIN"' IS HEADACHE FOR "ALKA" & "BROMO" 


Sterling [D1 iv é a two-wa 0 tlook on headaches today. It’s 
relieving them wi its new antacid-analgesic, Fizrin Instant 
eltzer. And it hopes to provide Alka-Seltzer and Bromo Seltzer 
with a sales headache \trer three ears of market testing Fizrin 


national 


THE EYES OF ROLLS ARE UPON YOU 
lu 


h their oil wells and Cadillacs, are under a 
bombardment of distinguished salesmanship by Rolls-Royce. ‘he 


Cx lu ivene 


lhe War oT ©) “IVOeTICS Is On lexans who ror years have 


heen content wit 


19 THINGS ABOUT SHOPPING CENTERS 


America’s commercial future lies in the suburbs . . . and their 
hopping centers. When you talk about shopping centers, you’re 
talking big business. Last year each of over 1,200 large suburban 
hopping centers was selling from $10 million to more than $80 
million worth of goods and service 


HOW TO GET SALESMEN SELLING 


Do many of oun accepted methods for stin ilating and motivating 


I 


salesmen fall short of viving the men what they really want 


ind need? Are they too long on product information and too 
hort on liques of effective salesmanship ? 


A PRODUCT NO ONE WANTS TO USE 


It called a i al kit. It is the kind of product 


' 
even though it will never 


t still calls 
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SALES MANAGEMENT, with which Is incorporated PROGRESS, is published the first and third Friday of 
every month, except in May, July, September and November when a third Issue Is published on the tenth of 
the month. Affiliated with Bill Brothers Publishing Corp. Entered as second class matter May 27, 1/942, 
at the Post Office, East Stroudsburg, Pa.. under the act of March 3, 1879. Publication (printing) offices, 
34 North Crystal St.. East Stroudsburg, Pa. Address mail to 386 Fourth Avenue, New York 16, N. Y 
SALES MEETINGS, Part I! of Sales Management, is issued six times a year—in Januery, March, May 
July, September and November. Editorial and production offices: 1212 Chestnut Street, Philadelphia 7, Pa 
WAlnut 3-1788: Philip Harrison, Publisher: Robert Letwin, Editor 
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THEATRE PARTY FOR BUSINESS 


When Graver ‘Tank wanted to entertain 2,100 custar 


didn’t want to throw another cocktail party or | 
ompany s frien ls were entertained by two « 

ble characters in modern musical 

ind | Za Dool ttle. ‘T he show 


SALES BUILT THIS NEW PLANT 
What does a sn ill ompan 
of its 1 i salesmen i 


emf General Bind 
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Planning Pays Off With House Full Of Happy Customers 
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What ''Reimbursed Expense’ Ruling Means on Your ‘57 Tax Reurn 


Introducing New Products 


Sterling's ''Fizrin'' Now National; It's Challenging "Alka" 


Manpower Problems 


How Can You Get Salesmen To Sell Today? 


Markets 
19 Things You Should Know About Shopping Centers 


Market Development 


The Eyes of Rolls-Royce Are Upon You 


Packaging 
Much Improved Packages At No Increase in Cost 


Product Demonstration 


A Product Every Pilot Prays He Will Never Have to Use 


Sales Promotion 


A Building to Sell in! 


Sales Tools 


In Defense of Flip Charts 


DEPARTMENTS AND SERVICES 
131 


~~ Customers Who 


CONTAINER CORPORATION 
OF AMERICA 


Advertise§ in 
THE PACKER 


Fruit a 


tnt ign the produ 
e Packer 
16,349 ABC average net pd. circ 
for 6 months (Publisher State- 
ment June 30, 1957) 


THE PACKER 


201 Delaware Kansas City, Mo 
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WEST LAFAYETTE 


* Happy Holidays 
to you all! 


vhile you're enjoying the year-end festivi 
remember that in Norristown too, the ex 
running full tilt. And 
Norristown Times Herald, Montgom 


unty’s No. | newspaper, produces more 


spending 


erage than ever. We do it 5 or 10 times 

than any other newspapcl 

the only newspaper that 1s 

lited only for | »N orristown, Pa major mar 


ket of 149,100 consume) 


Times Herald 


NORRISTOWN, PA. 


National Representative: The Julius Mathews Special Agency 


$161,000,000 


Gross Cash 


karm Income 


FROM THIS RICH NINE-COUNTY MARKET OF THE 
LAFAYETTE JOURNAL and COURIER 


High farm income plus a wide diversification of industry produces a high 
level of employment and spending in the Lafayette market. To cover 
the Lafayette market vou must use the Lafayette Journal and Courier. 
It» 100° City Zone circulation plus 65% coverage in the nine-county 
Retail Trading Zone assures you of readership not available through any 
other newspaper or advertising medium, 


Nt JOURNALXCOURIER 
INDIANA Member of Federated Publications 


Indiana's Best 
Balanced Market 


REPRESENTED NATIONALLY BY 
SAW VER -FERGUBON-WALKER COMPANY 
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QUICKEST WAY T0 SELL 
The Young Family Market 


You reach...and sell... the young family market in Modern Romances 
magazine. Modern Romances delivers a tremendous concentration of young 
marrieds. Although the median reader age is only 24.6 years, 83% of these 
young women are already married, and there are children in 75% of Modern 
Romances households. It’s the ideal market for all home, food, and baby 
products. These young families are growing. Their needs are at the highest 
peak now: Furnishing homes, having babies, raising children... all these 


things make Modern Romances families buy more. You can sell them today, 


and keep them as customers all through the buyingest years of their lives. 


To see how well Modern Romances serves its young readers’ needs, and how 
it provides a perfect editorial climate for the advertiser of baby and home 
products, look at the chart. It shows that Modern Romances consistently runs 
more editorial on babies than any other magazine analyzed by the inde- 


pendent Lloyd Hall Editorial Research Service. 


EDITORIAL ON BABIES 
JANUARY-OCTOBER, 1957 


Lines Pages % of Total Editorial 
Modern Romances 19,019 44.3 5.6 
Parents’ Magazine 17,774 41.4 59 
Look* 11,650 aa 1.5 
McCall's 11,131 16.4 
Ladies’ Home Journal 10,624 15.6 


19 
1.8 
Good Housekeeping 6,840 15.9 1.2 
True Confessions 6,205 14.5 
Grit 5,150 §.2 
Redbook 4,798 11.2 
American Weekly 3,790 4.5 


2 


COMO ON OOS WN 


*9 months 


Source Lloyd Hal Magazine 


MODERN ROMANCES 


The Romance-Service Magazine that Sells America’s Youngest Married Woman Audience 
DELL PUBLISHING CO., INC. + 261 FIFTH AVENUE) « NEW YORK 
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16, N. Y 


FIRST 


IN TOTAL DAILY CIRCULATION 
New leader among Houston newspapers is The Houston Post. Total 
daily circulation of The Houston Post is now largest of any Texas daily, 
morning or evening: 213,198." The best newspaper buy in the South’s 
Number One market is The Houston Post-—first in total daily circulation. 


*As filed with A.B.C. for six months ending September 30, 1957, subject to audit 
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At Last, Tax Reality 
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Advertising Once Stopped... 


William D. Vaughn, Bruce Payne 
| American Marketing 
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Do you face any of these 
problems in planning 
your 1958 advertising? 


To find new and 
replacement markets; 


Because it saturates all markets, new and old, 
Industrial Equipment News will find and help 
you to sell all newly developing and possibly 
unsuspected markets. 


To amplify coverage of 
present markets; 


Reaching as it does the 70,500 product se 
lectors in the 40,000 top establishments in 
the 462 industries which account for 4 Sths 
Of the national product, 1EN will back-stop and 
amplify your coverage in present media, 


To s-t-r-e-t-c-h your 
budget to offset 11% 
average rate increases; 


While the average business paper advertising 
fate has advanced 11%, JEN’s rate of only 
$165 to $175 per month is the same as in 
1955, though circulation has increased by more 
than 5,000, Cost per thousand down 5.6%, 


: 


All IENquiries are write-in replies with postage 
paid by the reader. Approximately 1 3rd of 
these are SPECIFIC INFORMATION inquiries 
in which the respondent specifies the kind, 
degree and immediacy of his interest or need 


To up-grade quality of 
reader response. 


Only $165 to $175 a month to place your 
product story before specifiers and buyers 
in the largest, most active plants in all of 
the manulacturing industries 


Details? Send for NEW 26-piece Media Data 
Folder and 20-page brochure: Your Markets 
Are Changing 


Thomes Publishina Company 


GED _ Affiliated with Thomas Register 
(ay 46) Eighth Avenue, New York 1, NY 


What makes a 


NOTE TO BOOK-LOVERS: The 
current crop of published works by 
Minneapolis Star and Tribune 
1uthors is at your bookseller’s. It 


has been a bumper year, with six 
new books added to the already im 


pre ive roster of title published by 


FLOWER GROWING IN THE NORTH | George I 
Pritvune t ’ tin revit ‘ 


home gardener in lor ter 


1999-—-OUR HOPEFUL FUTURE! Victor Cohn 
' Hobbea-Merrill \ brilliant 


bane two 


iuthent 


t na Delta C1 


THE PITIFUL AND THE PROUD ly 
bune (85.00, Random Hots 
er of gia Delta Ch 
eneath the turme nin 
MY LIFETIME IN SPORTS hy (eorge 
rita ataff (% ) vi c Pr 
in of newspaper apo rey 
ery major sporta figure noe t 
STRANGERS IN THE UNIVERSE by (| 
tjmon and Schuster \ collectior 
wenan who has published five 
GO SOUTH TO SORROW 
¥ ¥). Random Hous 


firsthand experience th the 


mother volume t 
\ penetrating 


white So 
tion order 


‘NEW BOOKS 


Luxton 
Minnesota Pres 


ireas, brightened witt 


nee reporter of the Minneapolis Morning ‘Tribune 


CLIFFORE 
SIMAK 


Lu; 4aGueas 


2S42aiun 24 


Left to right 


newspaper great? 


staff members of these two Upper 
Midwest newspapers. 


The new books are as varied as the 
minds and interests of five members 
of one of the liveliest, most literate 
groups of journalists in the country 
Subjects range from home-garden 


garden editor of the Minneapolis Star and 
\ practical, month-by-month guide for the 
charming bite of old-fashioned garden lore 


ast of life at the end of the 20th Century 


writer whose acience reporting has won him 


news reporter of the Minneapolis Morning 


yewitness report by an ace Vegro newsman 
il, political and economic forces at work 


Asia 

| thie year from the Minneapolis Tribune 
ory of 50 years in the aporta world by a 
been on first-name terms with virtually 


« editor of the Minneapolis Star ($3.50 
wience-fiction stories by an imaginative 

ted acores of articles to magazines 
owan of the Minneapolia Morning Tribune 
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Cohn, Rowan, Luxton (seated), Simak and Barton 


ing to science-fiction; from a deep 
probing analysis of school integra 
tion problems in the South to a 
fascinating autobiography covering 
a half-century in sports, to a lay 
man’s look at the almost unbeliev 
able world that science will build for 
us by the end of this century. 
You'll find these new additions to 
your library a sparkling reflection of 
the talents that have made the Min 
neapolis Star and Tribune two of the 
nation’s best-read, best-liked and 
most respected newspapers. 
Copr., 1957 


Ihe Minneapolis Star and Tribune ¢ 


Minneapolis 
Starand Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Will It Sustain Prosperity? The median income of 
he past five years has been a tremendous! the Elks Magazine 


| I 
e boom that now a le 


ee Stit Pillihiae Ca. wit rine i households is $6,636. 


Bus mess NOU plan 0 aUle aplia vpenditures nl f 94.2% Own one O| more 


f 
¢ Ver-ail as cor 


at their reduced levels in 1959. However, the level now planned automobiles. 31.2% 


1958-59 


total is 20% more than actual spending in 1955 and. only slight bought a new car in the 
+} 
last 12 month period 


lanl 
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earch and di ) ado 
B gece make substantial capital expenditures, after 179%, 1 In the ownership of 


household appliances 
and expenditures for 
food, clothing, and 
services adding up to 
48 and 1949 and again in 1 better living, the Starch 


ness recognized the fall-off, but did not Report demonstrates 
nessmen took the set ong ew that there 

crease in population, and that our pe conclusively that Elks 
n their standard of living oO th lope | 


n expansionist point of view are a top market. 


NMicGsraw-Hill finds that the main 


ig expenditures is the sharp increase i facturing capacit To sell this market 


and that in the industries studied th 
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lepend pretty I j on t b iit to Cl t Magazine. 


and to win ct imer acceptance for 


facturil 


obviously are ot taking the short-s 
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‘ Ameri¢an Drug 


DEPENDS ON A HEARST MAGAZINE 


Behold a man who is many men! As owner or manager of Because it has been specifically designed to help him man 
a drug store he is a trusted counselor to his customers... age his business profitably and well, American Druggist 
a pharmacist...toy shop operator... librarian business is a lot more than simply an occasional help——it ts a key 
analyst... beauty and cosmetic expert host of the soda to information and ideas that this man must have 

) 


fountain. How does he possibly keep up Like all Hea é finerican Druegist is designed 


Like many an efficient and capable executive, this man has for specific id ! edited with a close, personal un- 
a trusted adviser—a magazine that reports regularly to him derstanding of their int ts. As such, it fits its audience 
the latest advances in each of the complex businesses that as a key fits } 


he must manage Key men—Key markets 

In fact, the information published in American Druggist is 

of such timely value to its readers—in helping them keep Hearst representative like the people who represent 
abreast of modern trends— it is published every two weeks American Druggist—are key men in the publication field 
-twenty-six issues a Vear. because each spe aks for a magazine keyed to its readers 
: ‘ These key men talk specifics, not generalities. They speak 


A Key to information and ideas primarily of interests as the key to circulation 


The American Druggist is created especially for the man And Hearst markets are key markets—because they are 
for whom it is named—speaking his language, unde based not on charts or figures but on the personal, intense 
standing (and catering to) his needs enthusiasms of specific groups of readers 
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HEARST MAGAZINES 


10 keys to the special \ interests of 10 groups of people 


Looking for 


More Sales? 


Here’s How AMERICAN CHAIN 
of WAREHOUSES Can Help Youl 


> In 76 major markets from coast-to- 
coast there 1s a member of American 
( hain of Warehouses. Each, a leader in 
ts market, offers you the finest and 
most complete public warehousing and 
distribution services They bring your 
produc {8 near your Customers, shorten 
delivery time, maintain your stocks, 
increase your sales. Amazingly efficient 


and ccCOonomie al! 


For Distribution Costs 


f CALL NEW YORK: John Terre- 
» forte, Eastern Manager, YUkon 
‘ > 6.772? or write to 250 Park 


e& Avenue, New York, New York. 


CALL CHICAGO: Henry Becker, 
Western Manager, Harrison 
7-3688, or write to 53 W. Jack- 


son Bivd., Chicago, Illinois a 
f CALL LOS ANGELES: C. E. 
‘ Jacobson, West Coast Manager, 


4419 W. Peco, Webster 3-8507, 


| Los Angeles, California, 


é . > 


CALL NEAREST MEMBER Any 
member of American Chain of 
Warehouses can give you distri- 
bution costs in any marketing cen 


ter. Find name of your nearest 


member in 


FREE MEMBERSHIP DIRECTORY 


Write for your copy to John Terreforte, 


50 Park Avenue, New York, N. Y. 


AMERICAN CHAIN 


OF WAREHOUSES, INC. 


A Nationwide System of Public Warehouse: 


OOo000Gooooeo 
Every Link A Strong One 


CORPORATE CLOSE-UP 


Making This Gun Is More Fun 
Than Running a Big Company 


, : | 
nfortable hall LOOK VOOd 


h own oOMpany 


with thin lips, a 1 chu ul a precise manner of speech 
think of himself a ntrepreneur He’s making and sell: 


] 


ng 
tud welding equipment 1 he’s glad he’s no longer a “‘big 


execufive 


1926, Gregory and a brother took over their father’s te 


following his death. But in 1934—a depression 


tt t 


4 wasn elling and they sold out 
year a boyhood buddy talked Gregory into big 
Houghton, then president of Corning Glass Works (now 
Ambassador to France) per uaded him to devote six months 
) an investigation of special applications of Corning glass product 
n the building industry. At the 1934 Chicago World’s Fair, Gregory 
e impressed with the Owens-Illinois Glass Company’s Fiber 


and urged Corning to enter that field. 


1938 Fiberglas patents held by Corning and Owens-Illinois 

‘re pooled and the Owens-Corning Fiberglas Corp. was tormed. 
Cseorge (Csregory became its gene ral sales manage! \t that tin 
bibergla ale i the two con panies totaled $2,400,000. By 1944 
Owens-Corning’s sales were $58 million and Gregory was vice-presi 


n harge ot ommercial ae elopment. 


But Gregory couldn't down the urge to be his own owner-managet 
o he resigned his O-C job, formed Morton Gregory Corp. in 1948 
mmediately picked up Nelson Stud Welding, now the heart of the 


busine and in 1951 changed the name to Gregory Industries 


He acquired Nelson Stud from its founde led Nelson, who had 
learned the hard way: “It’s much easier to start a business than to 
run one.” ‘The man—Leonard C, Barr—who brought Gregory and 
Nelson together owes his present position to ¢ hance and ability. Barr, 
now (sregorys vice president and director of operations at Lorain 
()., headquarters, got a job under Gregory at O-C because he was 
on the right train at the right time. In 1939 while on a train to 
loledo, where he was to be interviewed for an O-C job, Barr met 
the company’s president Harold Boeschenstein, who liked the en 
thusiastic young man. Boeschenstein urged Gregory to take a good 


look at Barr when he was hiring. The look took and Barr stayed. 


(jregory Industries’ 1957 sales went over $6 million; quite a 
jump from the 1949 Nelson Stud figure of under $2 million. With 
Nelson stud welding sales four to five times greater than any com 
petitor’s, the company sells to four major markets: industrial (pro 
duction and maintenance), whish includes steel mills, electrical equip 
ment manutacturers, and automotive; construction, where shear 
connectors are the main single item followed by curtain wall applica 
tions and general construction ; shipbuilding; railroads. 


Gregory manufactures five different types of stud welding guns, 
five types of power sources, 119 types of ceramic ferrules; and in 
entories 250 different types and sizes of studs 


Current six month higures show this year’s sales are 9°% above 


‘ar and net profits are 16% higher. 


Yes, George Gregory feels good. | 
be back in big business again. 
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undering, track 


must have more 


ha tg cone 


MmOre = Wilic 
1 supplie: 


edules are 


lished for urban 


pecial require 
FARMING has 


field 


Teachers’ pet! 


In more than 4,100 high schools 
carrying Vo-Ag courses, 

Successful Farming is the textbook 
used by some 385,000 Vo-Ag students. 
Big build-up for better farmers 

and future SF readers, 

big bonus for SF advertisers. 

Big market —as SF farm subscribers 
have had average farm cash incomes 
above $10,000, for several years! 
Use SF to balance national advertising, 
selling an important family audience 
that general media cover lightly. 


Get details, any SF office! 


Successful Farming... Des Moines, New York, Chicago, Detroit 


Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles 


Some simple reminders.-- 


Lo advertisers looking to sweat more 


out of ‘58 budgets: 


Bus inesspaper editors, whose job it is to know their fields inside 
out and back again, are pretty well agreed that 1958 business will 
hold closely to the high pleteau we're now riding One Lots of 
economists seem to agree. 


But sales-minded folks are quick to point out that we can't just sit 
there with arms folded; that '58 will be a must year for some good hard 
selleeea must year to squeeze the most out of basic selling weapons. 


Here are some thoughts as to how you can do just that in one major 
advertising medium -- the business press? 


1, Remember the guts of the businesspaper Story is that it is the 
most economical, most influencing, most penetrating advertising 
path to specialized groups. All good selling is specialized 

and nothing specializes like the business press- 


It is good sense, and good advertising, to cultivate the people 
who are immediately and directly concerned with the purchas? and 
use of your product in the language, atmosphere and reading 
environment of their job interest. Businesspapers -~ the working 
press -- provides you with this opportunity. 


Each medium of advertising has, oF should have, distinctive 
characteristicS.«e make it different and for certain 
purposes better than any © Businesspapers are 
unique in that men (and women) re ob benefit alone. 
They are used for rofit and not for pleasure. Only Tn a 
businesspaper can you always find your sales prospect with his 
mind on his business.. editorially conditioned to absorb your 
business message. ee 


Sell your "corporate image” for sure- we're for that, t00- Not 
incidentally, your bus inesspaper advertising is 4 fine way to 
“sell” that corporate image. «to the people who buy and sell and 
use and influence the use of your product. But please remember 
that it is your product and not your image that must be bought 
and used and bought again in order for you to prosper. 
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Powe rams 


maior missile pros 


Mighty o owe Top brand in flow: oor coverings is Armstrong 
‘ iivertisement ke tl nt ort yasine hye ped put 
trot on top ! 1) ang lu on top bach month, the 
of readers write for the decorating books and plans offered 
sclye rtisement Sometinne home ownet report havi 
copied 


modern 


fashion in flows \rimstrong the trend in advertising, too 


Find help fast 


YELLOW | 
_ PAGES 
_— 


Read 
ne Director, 


worth a thousand word Prize winner in national competition for “100 Best Posters 
Hat I tithhont y this 24sheet for Pacifn Pelephone Problem ua leaky ce ling 
Solution the Yellow Pages of the telephone book Situation 

posters like this do a twofold job. First, they sell consumer 


onthe Yellow Pages as a buying guide for products and services 


~ 


econd, they help make the classified telephone directory an 


increasingly important medium for space-buying advertisers 


BATTEN, BARTON, DURSTINE & OSBORN, INC., ADVERTISING 


HOM + SAN FRA " tA ' TORON Te 
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SIGNIFICANT T 


Marketing News as 


NEAR-REVOLUTION IN INDUSTRY wil! take 
place within the next two years! Maybe the word 
“revolution” is a little strong. But, if evolution is 
the proper term to describe the changes that have 
taken place since war-end, then revolution seems 
to be a fitting description of the pace of change that 
we can expect in 1958 and 1959. The character of 
industry, its manufacturing methods, its means of 
finance, its ways of selling, will be altered appre 
ciably by forces now at work in our economy 
Developments of the past six months will help to 
accelerate the rate of change; equally important, 
prospects for the decade ahead are already spur 
ring still other changes in methods, procedures and 
thinking 


Today is a time for alertness, for planning, for 
action. The last half of 1957 has been a period of 
adjustment. The imbalances in our economic ma 
chine have begun to set up a drag on the wheels of 
progress. Some businessmen are crying that the 
wheels be oiled; others, more sensibly, are applying 
themselves to adjusting their corporate mechanisms 
We are at the point where the friction must be re 


moved: more oil is not the answer 


Consequently, additional adjustments can be ex 
pected during the next six months. Maybe about 
midyear, we'll see an upturn, a reversal of the pres 
ent trend. But, do not think for one moment that 
things will ever be the same. A full year of adjust 
ment is bound to change things in every industry 

including yours! Generations-old institutions, time 
tested marketing methods will be uprooted. They 
are being uprooted right now. These rapid changes 
will be a challenge to the alertness, the perception 
the decision-making ability of marketing executives 
everywhere. Last year’s selling plans won't work 
next year or the year after. You will be required to 
come up with a new plan—a tomorrow-oriented 
plan—that will be as good or better than any your 


competitors can dream up 
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RENDS 


Viewed by the 


Editors 


Let's be specific. Homebuilding is one large industry 
that is on the threshold of revolution, Its a mult! 
billion industry. A great many supplier companies 
depend on its continuing health for their very lives 
Yet, today’s whole homebuilding system has been 
termed obsolete by a group of experts completing a 
two-year study for ACTION (American Council to 


Improve Our Neighborhoods) 


Phe system of construction, the methods of finance: 
the basis of building regulations and inspection all 
reflect the out-of-date idea that houses are assem 
bled ; e site from small pieces by skilled craft 
men directed by contractors who buy material 
from local dealers,” they concurred 
Homebuilding changes are inevitable. Consumes 
are beginning to balk at high prices. They want 
more house for less money. One ans\ 
better technology. Perhaps this calls for an expan 
sion of the trend toward Levitt-like community cd 
velopments, with the size of the project encourag 
ing use of industrialized technique 
Phere will be more unitized construction, such a 
complete kitchen units, bathroom units, year-round 
air conditioning. Demonstration and testing center 
will be set up in various regions of the U.S. to more 
closely link manufacturer with builder irchitect 
need There will be more prefabrication, mor 
tandardization of pipe sizes, lumber siz 
Ihe successful marketer to the homebuilding in 
dustry will not only have to be aware of the chang 
taking place in this industry, he should be among 
those initiating chang Otherwise, he could wind 


up an also-ran 


Another revolutionary trend is seen in t! Ision 
of the Grand Union Co, to open nine one-stop shop 
ping centei These will sell, in addition to 5,000 
food item 


everything from apparel, garden sup 


Significant Trends 


(continued ) 


plies, loys, sporting goods and home furnishings to 
major appliances. The non-food departments in 
the stores will carry 10,000 items and occupy about 
the same amount ot floor space as the food depart 
ments. li this development doesn’t change the sell 
ing plans ot both food and non-food manvfacturers, 
nothing will. Dealer franchises on appliances, gar 
den equipment could very well come in for a 


hakeup 


And so it goes throughout all industry. Nothing 
tays the same for long. And in this final month of 
1957—with a growing, more mobile population, a 
changing money market, earth satellites, less capi 
tal spending, more auto production, high consumer 
income, a bearish stock market, a bullish Christmas 
ales outlook, an advance in corporate costs, a 
decrease in corporate profits——we are wise if we 
prepare ourselves for change—rapid charge. Each 


man must make and take his own opportunities 


REVISED S.LC. MANUAL its heralded by indus 
trial marketers as a vast improvement over old 
Standard Industrial Classifications code. But the 
new industry breakdowns will not appear in Census 
Bureau publications until late 1959 or early 1960 
The first use by the Census Bureau will be made tn 
1959 when the Bureau mails out questionnaires cov 
ering 1958 operations of manufacturers. All figures 
covering Operations prior to January 1, 1958, will 


be tabulated by the old code book 


Sales Management magazine will not wait that long 
to start the more refined breakdowns of four-digit 
industries. In next year’s “Survey of Industrial Buy 
ing Power July 10, the editors will undertake 
regrouping in certain basic industries and will offer 
estimates for new classifications in many newer 


industries 


CAN CANARY SWALLOW CAT? Benson Ford 
of the Ford Motor Co. recently made an astute ob- 
servation which points to the need for passing in 


creased labor costs on to the consumer 


18 


“From 1948 to 1956,” he said, “annual compensa- 
tion of industrial employes rose by $60 billion, or 
about 60, while corporate net profits remained 
steaay at $17 billion a year—and prices of manu- 


lactured goods increased by only 13%. 


“Can anyone seriously contend,” he asks, “that $17 
billion of corporate profits should have absorbed 
the $60 billion of added labor costs? That would 
really be an all-time case of the canary swallowing 
the cat.” 


ZENITH STILL GOING STRONG, Last August 
we reported that Zenith Radio Corp. sales of TV 
sets were setting new highs while the industry as a 
whole was experiencing a sharp decline. Now, we 
get word that Zenith’s October sales were the big- 
gest in the company’s 39-year history. The indus- 
try was down 20%, Zenith was up 8% over the 
previous year. According to the firm’s president, 
Commander E. F. McDonald, Jr., Zenith continues 
to pace the industry today for the same reason it 
did last summer: “The industry trend has been to 
sacrifice size, quality, and performance in order to 
produce low-price sets. We have gone counter to 


this trend we have benefited by higher sales.” 


Interesting, if not Significant... 


Food stores in 1928 stocked 867 items; today the 
typical super market stocks in excess of 5,000 items 

The average home owner spends $90 a year on 
his yard . . . A quarter-century ayo, railroads 
hauled 75% of the nation’s freight and 68% of all 
passengers. Today, they have less than half of the 
freight business (49% ) and carry only 36% of pas- 
sengers . The air transport industry has a net 
worth of $0.65 billion. Yet, it is committed to buy 
$2.6 billion of new equipment, mostly jets, in next 
five years... A newborn boy can be expected to 
earn $200,000 during his lifetime . There are 
7.8 million civilians on public payrolls—1!.3 mil- 
lion, state; 2.5 million, federal; 4 million, local . . . 
More girls marry at 18 than at any other age . 
One-third of all 18- and 19-year-old girls are 
already married. 
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Reaching the Nation's. %& 


= 25th MARKET = 


in Sunday Circulation 


This “Climatized”’ newspaper puts your advertising 

« ‘ oO : Si © Ss s ‘ ) vu it 
‘err best climate for maximum sales results by puttin, 
editorial appeal heightens interest of prospects f 


ment, with color 
product 


Oo! 
devoted exclusively 

The Sunday Oklahoman is “Climatized” with a variety 
to home planning 
climates, only two of which are shown here. Among t 
climates are its Women’s Section, theater and amusem 
supplement, Sunday Magazine, sports section, cl 
estate, gardening section, in addition to world, national and local new: 
and home furnishings—CLIMATIZED for advertising 


he o 
and decoration , 


construction, real 


isi 


The Sunday Oklahoman covers a growing market h 
nation’s 25th in Sunday Circulation—reaching 9 out of 10 
homes in Oklahoma City, plus 3 out of 4 urban home 
an average radius of 100 miles. Put your advert 
“Climatized” Sunday Oklahoman and watch it 


in those lines. Reaches a metropolitan market where 
4 out of 5 families own their own homes within 


A tabloid pullout 
section CLIMA 
TIZED for adver 


tising electronic THE DAILY OKLAHOMAN 


products exclu 


Te OKLAHOMA CITY TIMES 
features of TV and 


radio programming 
and sets, record 


players, hifi sets and recordings. The only program 


guide carrying full weekly programs of all 14 TV published by The Oklahoma Publist ing Co 
stations seen in Oklahoma! 


represented by The Katz Agency 
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-.. Still another recognition 
of the importance of Newsweek's 


com-mu'ni-ca’tive audience 


| the first six months of this 
ear NEWSWEEK not only carried the 
most corporate campaigns but, as 
during the full 


ve volume inthis category 


' 


16 year, it carried the 
rreatest p 
Here the 


picture 


RANKING OF MAGAZINES 


Rank Magazine * Pages Carried =* Campaigns Carried 
1 NEWSY 264 4 


2 


This is significant because corporate 
campaigns are aimed at such vital 
groups as leaders in business, indus 
try, distribution; the financial com 
munity, stockholders and potential 
investors; plant city and employee 
groups; local and federal government 
officials—key people in every impor 
tant activity. And why do corporate 
advertisers put NEWSWEEK first? 

Newsweek is edited for 

com-mu/‘ni-ca‘tive people 
NEWSWEEK aims specifically to sat 
isfy the mature and wide 
interest-range of communicative 
people 


minds 


... those with the dynamic capacity 
for influencing the decisions and 
actions of others in their family, 
business, social and community 
relationships. 


NEWSWEEK’S communicative circu- 
lation is concentrated 94.9‘ in busi- 
ness, industry, government and the 
professions 72°, at the decision 
level. What’s more, independent re- 
search shows NEWSWEEK is read by 
more people per copy —5.6* —than any 
other leading magazine. And is the 
most talked-about by readers. 


*Source of data: “Magazine Reading Trends 
copyrighted quarterly magazine report of 
Sindlinger & 


business analysts, Ridley Park, Pa 


Company, Inc., nationwide 


Newsw- 
pe 


... the magazine for 
com-mu' ni-ca’ tive people 
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65 weeks 
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The best part of the biggest market in the 
world—New York—is the profitable home 
market covered by The New York Times. For 
families that spend more on their homes and 
everything that goes into them—as New York 
Times families do—are the families whose buy 

ing sparks better volume for you 


That’s why the results home furnishings ad 
vertisers get from The Times should be of par 
ticular interest to you. Like these: 


“Unusual response .. . inquiries continued 65 
weeks after advertising appeared." 


. Velveray Corp., wall covering: 


“Results far exceeded highest expectations. Re 
sponse came from every section of the U.S." 


Smilow-Thielle Corp., furniture 


“On our regular schedule. We think it is the best 
medium of its kind in the East.’ 


... Morgan-Jones, Inc., bedspread: 


‘Well over 600 requests for our brochure. Many 
have led to sales. An ideal medium.” 


. James Seeman Studios, Inc., wall coverings 


“Created a great deal of interest among our dealers 
. . » produced fine consumer results for them." 


The Mersman Bros. Corp., tables 


‘Results most gratifying.”’ 


... The Albano Company, furniture 


Comments like these mean but one thing. The 
New York Times brings in business, the kind 
of business that pays off in more sales, bigger 
profits. It will for you, too. Try it. 


Che New jork Cimes 


For 38 years first in advertising 


in the world’s first market 


in THis WONDERFUL 


Fabrication has ypera- Design Application MI 
: Factors govern specifications for 
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St Efficient, Most cco 
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Extensive engineering 
of metals and processes 
correct iswer. Metal 
nd the American Society 
annually more 

s of Metals 


WORLD OF METALS 


ME factors 


mean everything! 


TYPICAL PRODUCTS 
INFLUENCED BY 
ME FACTORS 


Purchase and use of products 
such as these depend upon know! 
edge of ME Factors. Metols 
Engineering Factors. Only Metal 
Progress and the American 
Society for Metals concentrate 
on engineering information in 
volving metals. Becouse Metal 
Progress is the one metals engi 
neering magazine, it is basic to 
your business of selling the metal 
industry 
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Steels (Ploin and Alloy) 
Stainless Steels 

Tool Steels 

High Temperature Alloys 
Light Metals end Alloys 


Heavy Nonferrous Metals and Alloys 


Mill Equipment 

Ferro Alloys 

Refractories 

Melting Furnaces 

Die Casting Machines 

forging fquipment 

Foundry Equipment and Processes 


CLEVELAND 3 
CHICAGO 4 
DETROIT 21 
NEW YORK 17 


Costings 

Powder Metals and Ports 
Precision Castings 

Stampings 

Weldment, 

Tubing ond Other Mill Shapes 
Forgings 

Extrusions 

Too! Steels and Too! Materials 
Cut-Off Equipment 

Presses and Brokes 

Machine Tools 

Coolants and Lubricants 


Furnaces and Parts 
Induction Heaters 

Special Heating Equipment 
Quenching Fivids, Equipment 
Atmosphere Preparation 
Salts 

Supplies 

Pyrometers 

Indicators and Recorders 
Gos Samplers and Analyzers 
Automatic Flow and Pressure (Control 
bes Welding and Cutting 


Electrical Processes 


Brazing and Soldering 
Fasteners 

Degreasing tquipment 
Electroplating Equipment 
Finishes 

hust Preventatives 


Buflers and Polishers 


Equipment for Purification of Solutions 


Mechanical Testing Equipment 


Murosopes and Attachments 
Hardness lester 
Nondestructive lesting Lquipment 


Gages and Comparator 


AL PROGRESS 


“The Magazine of Meta/s Engineering” 


Published by the American Society for Metals 
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“Our salesmen telephone the home office twice a week”’ 


HARRY Res ICK Pre sident Channel Vaster ( orporation Ellenville, Veu York 
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know. firsthand 


This way we're able to keep ahead of 
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Resnick 


ind changing markets 


‘ polis rhe rT i developed and strengthened personal 


Its one reason why we were able to start from 


1 15 million dollar business in 10 years.’ 
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Daytime Station-to-Station Calls 


First 
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For example aoe Aone 


Ellenville, N.Y 


Jaltimore to Pittsburgh 


to Boston io¢ 20¢ 


8O0¢ 20¢ 
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$1] 60 


Chicago to Denver 


$020 


Los Angeles to New Orleans 


Add 10% Federal Excise Tax 


BELL TELEPHONE SYSTEM 


Call by Number. It's Twice as Fast 
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your 


WR 


MY 


personal 
invitation... 


“meet 
the 
readers” 


typical 

plants 
... large 
... medium 


...small 


MODERN MACHINE SHOP is 
leader among all metalworking 
monthlies sof adv 


the 


in total page ertising 
A new, profusely illustrated readership 
study examines three typical plants 

in MODERN MACHINE SHOP 


Detroit circulation 
Only MODERN MACHINE SHOP offers 


Largest circulation 52,000! 
Most complete plant coverage, 
more than 34,000 


plants receiving one or more copies! 


Lowest cost per thousand circulation 


. just $6.10! 


Massive MODERN MACHINE SHOP 
circulation gives more complete 
coverage of all metalworking plants 
large, medium and small 
including deep penetration of the 


larger plants 


Request new 3-Plant Study 
direct or through your 
MODERN MACHINE SHOP 


representative 


For results you can see 

put your money 

where your market is 
.in 


modern machine shop 
431 Main Street Cincinnat' 2, Ohio 
Also publishers of PRODUCTS FINIS and 


Products Fin DIRECTO 


VG 
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CLICK' 
\ 


It makes a happy sound when millions of peo 
ple all over the country click on their TV sets 
to watch your show 

And it’s an even happier situation when these 
viewers ‘‘tune in on” your sales message 

If your sale smanship Is “4S compelling as 
your shou manship, viewers will not only react 


favorably they'll go out and buy. 
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LETTERS 


CNYTHUK 


the race isn't lost 


Epiror, SALES MIANAGEMENT: 

In response to your request tor a 
name for the coming erican Satel 
Lif I suggest tie reminiscent 


ot the Hare ind lorto e Race 
We may | nor | reTuse 
to believe that 1 h lost the race Thor Power Tool Company, one of 
America’s largest, most respected power tool 
1 Cooper manufacturers, leases its fleet of 
automobile from WHEELS Inc. This 
saves valuable Thor cash for inventory, 


irney 


rk, N 
for expansion, for working capital. Thor 


knows that leasing from Wheel 
may not cost less than ownership, but they 


a matter of pride are positive that it saves more! 


Eprror, SALES MA. 


te inl oul (ct : 
I note i Hard-hitting ‘Thor salesmen make their 


thousands of daily calls in a new Chevrolet o1 
, other late-model perfectly maintained Wheel 
16 a statement to 


Philco pione red witl é , ~ ‘ p automobile. Thor, a Wheels chent for eight year 


imn Competition 


isations Lhe . 


filter for its room air conditioner is one of many nationally-famous firms that 
As a matter of personal pride lease vehicles from Wheels on a regular basi 

wish to correct an injustice done 

Mr. ‘Thomas H. Ford 

pany who was a major 

development oT 

1955. 

In that Cal nd kedders 

offered the first ele mic filter. ‘Uhe 


development or this tei ire 4s 


erally associated with t¢ two col 
panies mentioned Vv heels Inc leases more than 9 OOO0 cars and 
trucks to American business on program 


designed to fit individual needs 


Fedders-Quigan Cor | ia @ RELEASE OF CAPITAL 


Maspeth, N. ¥ @ FLUID INVENTORY DOLLARS 


@ SPOT JOB ASSIGNMENTS 
@ PLANT EXPANSION 
stile: Bl @ CREDIT LINE EXTENSION 
a parenthetical hit @ SMOOTHER CASH FLOW 
Epiror, SALES MANAGEMENT’ 
your editorial Sell Benefit 
ct. 1&8 Pp. J don't know who 1 
responsible tor t nthetical “I: 
cidentalls but it even bette! 
than the ad laan We are interested in more details 
on a Wheels leasing plan 
3. Nose 
Parade 
Chicag 


BY 
& Mr. Moses ret to t os 6200 N. WESTERN AVENUE 
talked about ae Ss — CHICAGO 45, ILLINOIS 
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Coverage of women under 45’ Coverage of 


BY COMBINATION OF NEWSPAPERS 


Sun-Times, Tribune 
Tribune, Arnerican 
Sun-Times, American 
Sun-Times, News 
Tribune, News 


News, American 


a THT = 
™“ 
Aaa 


68% 
62% 
59% 
59% 
57% 
55% 


BY INDIVIDUAL NEWSPAPERS BY COMBINATION OF NEWSPAPERS 


fer af ty ONG euburbe 101 Sun-Times, Tribune 72% 

Sun-Times, News 64% 

Tribune, News 61% 

NO SINGLE DAILY Tribune, American 61% 
COVERS A MAJORITY 


BY ITSELF Sun-Times, American 


News, American 


*1957 (No. 5S) report from Chicago Daily Newspaper Coverage and Ouplication Study. 


men under 45° 


BY INDIVIDUAL NEWSPAPERS 


NO GINGLE DAILY 
COVERS A MAJORITY 
ev ITSELF 


Coverage of men and women under 45’ 


BY COMBINATION OF NEWSPAPERS 


Sun -Times, Tribune 7O% 
Sun -Times, News 62% 
Tribune, American 62% 
Sun-Times, American 

Tribune, News 


News, American 


BY INDIVIDUAL NEWSPAPERS 


NO GINGLE DAILY 
COVERS A MAJORITY 
ey 'TeeLr 


LUSIVE ADVERTISING ADVANTAGES OF “U.S.NEWS & WORLD REPORT”’ 


Here are ten check points of exclusive advertising 6. Highest concentration of managerial people 
advantages of “"U.S.News & Worip Report’ over 


74.8°), hold managerial positions, providing mana- 
other news magazines gerial coverage at lowest per-thousand costs. 
1. Lowest per-thousand costs 7. Most pages directed to business 
oe ber page per thousand in 1958, lowest of any end industry 
w t naga 3 . 
. No other news magazine carries as many pages of 
: : : . such advertising 
. Biggest circulation growth numerically oe 


From a circulation of 290,000 ten years ago to more : ; ; : ili 
than 1,000,000 in 1958 8. Highest concentration of high-income families 


Lowest advertising costs for covering families with 
. . . : incomes of $7,500 or more and $10,000 or more. 
. Biggest circulation growth percentagewise ee : 
Pyigied im the pest ten years 9. Highest visibility for advertising 
. bat Carried 2,000 more news pages in 1956 than any 
. Biggest advertising page growth over other news magazine, with resulting highest visi- 
6-year period bility for advertising. 
From 1,116 pages in 1950 to 3,204 pages in 1956. 


10. Biggest impact on important people 
First in number of “most useful’’ and ‘‘most con- 
fidence’ votes by key people in business, industry, 
finance, government and the professions. 


. First in voluntary circulation methods 


No pressure methods, no premiums, no door-to-door 
salesmen. 


Advertising rate base for 1958-—average of more than 1,000,000 
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000,000 mark 


THERE’S MAGIC POWER 
IN THIS 1,000,000 

FOR EVERY NATIONAL 
ADVERTISER 


Three out of four are 
managerial men in business, 
industry, finance, govern 
ment and the professions 
Aver ive family income 18 
$14,826 highest of any 
news magazine.) Their 
positions of responsibility 
their high incomes and their 
radiating influence make 
them big enough in buying 
power and important enough 
as pace-m ikers to set the 
sales pattern for every 
quality product and service, 


for either business or home 


Remember. too, this circulation 
is available to the advertiser 
in 1958 at lowest per thousand 


costs of any neu 


j § magazine 


net paid circulation 
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Why “U.S.News & World Report” 
has attracted so many of America’s 
people so important to you 


“U.S.NEWS & WorRLD REPORT” has attracted a very particular 
1,000,000 people within a single audience because they find that 
it is the one magazine that gives them the complete news 

every week in useful form. 


These are the leaders in business and the professions—people 
who know the importance of the essential news of our national 
life including world affairs. 


These are the people who have a big stake in the news because it 
touches them so directly, so importantly, and so personally. 


Just ten years ago, the circulation of “U.S.News & World Report” 


was at the 290,000 mark. Yet the publishing purpose ts exactly the same 
today as it was then: to gather and analyze the news which important 
people can apply to their business and personal plans and decisions— 


news which helps them to participate as intelligent citizens in 
the affairs of the nation. 


} 


THE | 


COMPLETE 


NEWS MAGALINE | 


Your agency has all the facta. They are based on public 
records or sound independent research. The detailed reports 
ig offices 45 Rocke 


are always available at our advertiaiu 


feller Plaza, New York 20, N. Y. Other advertising 


in Boston, Philadelphia, Cleveland, Detroit, Chicago 


Louis, San Francisco, Los Angeles, Washington and London 


VHtY THE DI MOINES REGISTER IS UNIQUE AMONG NEWSPAPER MEDIA 


D BELONGS ON EVERY NEWSPAPER SCHEDULE 


MORE THAN G8? 


of Iowa’s 1,920,000 adults 
read the Des Moines Sunday Register 


The Des Moines Sunday Register is much more than a 
Des Moines newspaper. It just happens to be published 
in Des Moines, Iowa. It belongs to all of Iowa. More than 
two out of three adults in the entire state read it. 


The total size of the market it delivers is one of the biggest 
newspaper-delivered markets in the nation. Only 7 cities 
in the United States have newspapers with greater circula 
tion than the Des Moines Sunday Register. 


Whatever your list of markets, this unique medium be 
longs on your newspaper schedule. It’s the one effective 


way to sell all lowa ... covers a state better than most 
metropolitan newspapers cover their city of publication 


DES MOINES REGISTER AND TRIBUNE 


Gardner Cowles, President 
Combined daily: 350,000 «¢ Sunday: 500,000 


Represented by: Scolaro, Meeker and Scott « Doyle and Hawley 
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Giles Menage 


A Reprieve for Sales Chiefs, Salesmen DECEMBER 6, 1957 


What “Reimbursed Expense” Ruling 


Means on Your '57 and ‘58 Tax Returns 


4. Enter the total number of exemptions claimed on lines 1, 2, and 3. 


. Enter all wages, solaries, bonuses, commissions, tips, and other compensation received in 1957, ee pay! 


+ ble Co s Name Drae......Lh Employed (City and State) : 323 (a) Lied 00 om 


pocerame 35, cas 00 
. Less: (a) Travel, reimbursed expenses, etc. (im! ae ) '$. a3z190 om 
(b) Excludable “Sick Pay” inline 5 \ “Witemets’* / | 


statements 


. Balance (line 5 less line 6) c ai, 315 00 


D..6:0 Cac lace’ franen boreimace beam cannenta Crhadula és 


' 


Why IRS Backed Down Under Fire 


Employers protested they could not supply records 
2. Newspapers-TV-radio spread the word about trouble 
BUT—IRS insists it will require data when you file in ‘58 


You ha e beer rivel in ¢ eventh not ret: copie | 


Oo Attempt now to 
r reprieve secure data would place too great 
You “will not ! ured to an burden on many taxpayer pite this declaration 
wer line 6(a) of the 1957 individual \ poke man for the Internal Reve ! be for the record 
tax ret 1040; and nue Service told SALES MANAGEMED wkesman doubts that line 6 
travel, reim that the department ibrupt about p on the 1958 tax for 
rsed expenses, etc. for 1957 as [you face was the result of indirect pre does on / orm LOFO, Ee 
>in the past All Internal Revenue ure trom taxpayers and direct 
t offices are being so informed.’ sure trom employers ( ompan 
lhese are the words of Russell C cial wrote congressmen the ‘Tre 
Hart ngton, Commissioner of Internal Department and the IRS reporting 
Revenue, in a statement which re their employes, faced with line 6(a) 
cinded his irprising November 7 an had been requesting records of their 
iouncement that all reimbursed ex 
penses would have to be listed on line 
a ot this Cars ta forms 
Cha Sieecaidas a Wi nlaiemnedtl @ Where to Protest '58 form—Page 34 
his action is being taken because 
des — acto i Vs a fing tog @ J. K. Lasser's Interpretations of New IRS Rul- 
the 1957 income tax return Form . 
1040 was not made publ intil ten ing—Page 35 
nonths of the tax year had pas sed and 


“see te pagherhons age! seme @ Official Instructions on Travel, Reimbursed Ex- 
payers h; ve en yhasi ed to the service 
payers have emphasis le servi penses—Page 119 


if most en ployes who receive rein 
Dursement tor expense file bills and 


receipts ith their emy loyer ind do 
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Mcome 


pecrnse 


is Too 


incon 
iil prob 
} } 


Ik ha taken the 
FeTICT il 


e (ode 


wording o 
require 
allowance 


Mmconnse 


bec 

1944 

nmstruction 

1 that you 
yur mcome 


eparate heet 


three week ol 
hould ’ var hou 
mbursed ex 


) 
ruil 


irned that 
‘ xpected 
practi 


ord 


thing 


IRS ha 


Official Word 


Turn to page 119 for 1957 
Internal Revenue Service 
Official Instructions for Page 
| of Form 1040, covering 
travel, reimbursed expenses, 
out-of-town expenses, trans- 
portation expenses, expenses 
of outside salesmen, and 
other expenses. 


and afl 


would not 


} 


taining a field 


( 


salesman in a large city 
100,000 ) $18.02. In smaller 


$15.05. 


ovet 
ities, the figu Average 
ost per day 


$31.56 


travel: 


executive 
Per-mi auto allowances 
aAmMony 
the use of their OW Cars NOW a 

4.074% 
(For your copy of Reprint Num 
ber $54 send Readers’ 
ALES MANAGEMENT, 386 


New York 16 


companies paying salesmen for 


erage 


ents to 


(One wa o avoid the headache 


of reimbursed expenses is to have the 
make out the check. For 
You can do this by hav ing 
taurant or hotel bill your com 
You initial it, note the 
Narn ind athliations of your guest 

ana end it to 


OMipany 
example 
the re 
pan direct 
your accounting de 
partment for payment 
the IRS you have 


( \ pe Hiscs 


In the eyes of 
neither income nor 
which are to be entered in 
1040 
in luck if you're 
credit card 
Club or 


monthly 


Our per onal Form 
4 
You re a membe1 
Oo! a 


Diner 


ibmit 


group such a 
| squire Club. Cl ib 
bills, giving a total 

individual checks li 

discarded these bills 


will furnish duplicates ror 


ind itemizing 
ou ve lo t of 
both cl ib 


i records, 


The Diners’ Club with 510,000 
members, who pay $5 a 


member ship, 


year tor 

15,000 
month. ‘The 
Club expects the number of 
applicants to increase 
a result of the 


receives about 


new applications per 
Diners’ 
substantially as 
new: income tax re 
quirement. 

Esquire Club with 75,000 members 
reports a 75% increase in applications 
in the past month and attributes some 
of the IRS ruling. 
esquire Club’s $5 per year member- 
ship entitles each member of a family 
to use the account. 

The IRS switcheroo was pulled so 
fast, it even caught staff members off 
guard. On the afternoon of ‘Thurs- 
day November 21, an IRS spokes 


man said the department had not re 


increase to the 


ceived substantial mail opposing the 
requirement. He said the IRS 
wouldn't budge. For one thing, over 
100 million tax forms with line 4(a) 
had already been printed, 

Sut the following Monday, at 4:30 
p.m., the rescinding statement came 


down from Harrington's office, was 


printed, and released at 5 
Washington. 

Line 6(a) will-be in the tax forms, 
but don’t let it you. The IRS 
b idged. 


p.m. in 


worry 


ment now printed on 


Butler (Rep., 


25 by IRS for your 1957 return. 


Chairman Representative 


Jere Cooper (Tenn.) 
Vice-Chairman: 


Harry Byrd (Va.) 


Senator 


Members 
Senator 
(Okla.) 
Senator J. Allen Frear, Jr. 
(Dela.) 
Senator 
(Pa.) 


Robert S. Kerr 


Edward Martin 


Where to Protest Proposed ‘58 Tax Form 


There is a possibility that the line 6(a) reimbursed expenses require 
100 million Form 1040 
1957 may be included on your 1958 tax form. Senator John Marshall 
Md.) suggests that the Internal Revenue Service delay 
ordering all income taxpayers to list such expenses until Congress can 


take a new look at the present regulation, which was waived November 


If you wish to present your views to the Congressional body which 
handles income tax matters, contact: 
Joint Committee on Internal Revenue Taxation 


Room 1011, House Office Building 
Washington 25, D. C. 


Phone, NAtional 8-3120, branches 290, 315, 1024 


income tax forms for 


Senator John J. Williams 


(Dela.) 


Representative 
Mills (Ark.) 


Wilbur D. 


Representative 
Gregory (Ky.) 


Noble 


Representative 
Reed (N. Y.) 


Daniel 


Representative Thomas A. 


Jenkins (Ohio) 
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J. K. Lasser’s Interpretations of New IRS Ruling 


Typical questions faced by sales executives and salesmen in complying 
with the Internal Revenue Service's requirement to fill in line 6 (a) on your 
Form 1040 income tax form—now deferred until 1958—are answered by 
Howard F. Elin, partner, J. K. Lasser & Co., accountants, The late J. K. 
Lesser developed the now famous annual "Your Income Tax" analysis. 


9: Do you advise lax payers who receve reimbursed ex he 1s the one who is reimbursed then the amount 


penses to itemize every expenditure in a daily diary book? to him will certainly appear disproportionate to h 


come and might raise some unnecessary questioning ¢ 
A. Yes | always urge them to do that. For ‘ars | items 


have been recommending that the only practical way ot 


keeping a good record of what has actually been Spent 9: What records are supposed to be kept on ite 


is to keep a daily record in diary form of all the expendi which no bills are rendered, such as taxis, phon 


) 


tures, most meals 


9: What about taxi fares, restaurant checks, or places A: Again, | would urge ; onal 
where you aren't given receipts or vouchers? 

@: Should you count as mbhursed expenses thos 
things, like Esquire Club or Diners’ Club bills, which ar 


A: In those cases where vou do not obtain a rece pt 
presented to and paid by the company without thi 


the practice ot the ‘| reasury Department has been to ac 


man actually receimine any cash? 
cept reasonable estimates ; ; 


A: No. Bill paid directly by the company are 


imbursed expenses. Reimbursement of expenses n 


9: What about expenses incurred in one year dD, 
cember) but reimbursed the following ycoar in January )? 
at thy what it says that the salesman ha ac tually ( 
his own funds, and upon presentation to his employ 
A: I d not recall any authoritative pronouncement | | | 

; voucher vw receives a check or other reimbur 
on this point but I believe these should be handled as ad 
kor example if the compan through its ow: 


igent, arrange lor transportation and the compa 


| 
ket, that is not a reimb ed 


vances that will be repaid [ think they ought to be 
carried torward the following year and reported at 


time the 
= pense oO thre ompan 


ld these items to your expens 


hen thi 


9: Should ¢ ble rs f woe extended use 


cards and/or char (l ( 1 restaurants 


A: Ye I think that 1 ild. Then the 
not be a reimbursed «¢ » salesman I would 9. When you take 
ally be expense yt ympan wv, must you divide this tote 


entert 


9: / go to Philadelphia with three of my associates 


t} 
a business trip and I pay the expenses for the four 


Depa 


Am | supposed to account for the total amount on 


come ¢ d r pense 


A: \ | | , But it w Id : What percent of income would the Internal Ri 
Ps cs ] i < i Ww Expenses ’ 0 ij 
y 


\ 


‘ ce (or sider inordinately large for rd mbur 
be wiser to h a ma count tor his own expense 


One of the purpose le reporting required b the 
Treasury Department gain information as to the 
amount of money that being spent by the 

taxpayer for traveling and entertainment 


expense 2. a ] ; I ire paid b one continued on page 
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The Live and the Dead 


up | ABC rather thar 
arrived (CBS) is too stimulating to this ad 
mitted extrovert ABC ; ot course hot” today. But 
intil recently it had neither the talent nor the coverage 
punning . scare NBC and CBS. In the past year it has taken 
world He teel | i ide ! It has been busily lining up the talent 
there prepared him for inatra, Boone, Munsel) and the markets (latest: Bos 
which he’s worked since the ). For the first time it has the all important top 
Moore—who hails from M market And it has been cutting into its rivals’ audi 
Delta ences, has committed, to date this vear, over $60-million 
manager ot in new programming loday a whole block on Man 
you, with t i ale hattan West Side old livery stables, derelict meeting 
» West Coast ( cord halls, office buildings, have been swallowed up by ABC 
n the organization refurbished (including New York’s biggest “I'V studio) 


ame to New York into headquarters for the network ke verything look 


yenetr il sales Manayer (ver lively and prosperous It has a long push before it can 


een operation jump its sales by topple the giants trom their thrones. But Moore believes 


hallenge ol working with a network on t has begun to make then unsteady in their seats 
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THEY’RE IN THF NEWS 


BY HARRY WOODWARD 


All Lit Up for Christmas 


ie ffective today, Robert | Lannon, a big brawny ex 
footballer who Ss never had any difhculty in blowing out 
tapers on his birthday cakes—becomes sales manage! 
Fancy Candle Division of Will & Baumer Candle 
‘0 In I D: to pers iade American women to use 
more of his products. He plans to do it with a two-way 
stretch: (1) by more mass selling to widen distribution 
of an inexpensive line and (2) by penetrating—even fur 
ther the market where upper income groups habitually 
buy candles for holidays, weddings, formal entertaining 
\ one-time University of lowa football star, winner 
of the Chicago Tribune's award and an all-American 
rating, Bob Lannon had originally planned a career as a 
football mentor ac tually served eight years with syra 
use University as end coach. But the persuasive powers 
of W & B's dynamic sales manager, Len Markert, and 
the chance to get back to his native Lowa as a candle sales 


man changed all that. 


pitt 
’ a ee k 


| 


Wrap 
' 


J tlonary new package ich as the Clo-( 


.? ‘ - | Reynolds’ Wrap-Up Man 
yN a — Foil wane Oap liquor t 


container, the cook-in” foil pouch a 

eyed young Irishman from Summit, N. | 

has been the lading ht at Reynold 

the introduction of these postwar packaging mi 
been general manager of packaging market 

the « ompan In the last fortnight Mury h 
named a p of Reynolds Aluminum Sales Co 
continue to direct all operations of the compan 


aging Division. When Murphy arrived in Richmond some 


iy 


nT 
- 
A 
weveerreur 


20 years ago he was one of Reynold maller pebble 
(He be vat with * company i mail clerk 


Within a ye: outlande : own 


snobbery toward Yank un-armed with lette 


: 


noted 


troduction had conquered | bastion 


Wet 
r 


corting its prime ce butantes to thei artic 


ze 


=. 


\ 


one of the most autiful of then And toda 
Madeline Inglis Murph with 
lames River house “home 
spite fac ir headquarter Louisville 
» Big sleight a snap for the energetic Mr. Murpl 


Hg > | cl , inning For Reynolds will move i 


_ 


AI 


eT! 
Se 


general sales ofh sometime 195% to Richmond 
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19 Things You Should Know About 


By DONALD L. CURTISS 
Merchandising Manager, Redbook Magazine 


with the new 
their 
four-fifths of 
uburbs 

] 


ipated 


whi h seTVE LrOwiny 


Americ a’s 


During the 


war, ovel 

come the 

witie population 
pop ilation 

with 

il and the 
breakthrough 

luring and atter 


establishes 


busine 


mou 
the Wal 
home 


and are 


\dvertising " 
pape in do 


ot! 


1] 
ill-circulation 


1. Media Selection. 

| t new onl dentif 
ale ilso needed 
hopp ny or instead 


iper 


t t 
thion 0 


, ' 
OMmotion 


iob o pl 
some of 

own paper }) 
tabloid Vondai 
the \londawmi 
Cente or the market 
(,uide in Ma or 


"Hp COD in ilation 


basket 
family « 
| iryger 
the 


\liami 


other 


hase ot 


2. Package Size. 


packages 
l63rd 


clearly In 
shopping centers was selling 


S80 


goods and services to approximately 80 million people. 


destined to become far bigger. 1956 each ot 


1,200 large suburban 
S10 


over, 


trom million to more than million worth of 


In the course of over two years’ intensive study of this 


revolutionary commercial development covering ove! 


1,000 centers in 236 cities, certain characteristics of 


ot 


par 


' 


! 
ular significance for sales executives 


manufacturers 
produc ng nationally distributed commodities have come 
to light. ‘hese can best be presented by a simple enumera 
tion, with the understanding that it is not exhaustive and 


does not assume to offer more than an examination. 


papers with 


local 


a supplement ti 


strong 4. Self-Service. Self-service is rap 
idly becoming the rule in most shop 
ping all but high-ticket 


items such as furniture, major elec 


COMMUNITIES ) 
centers tor 
metropolitan new 
tric appliances and most wearing ap 
parel. ‘he hardware store at West 
ern Hills Shopping Center, outside 
Cincinnati 


The 


station 


enlarged 
the 
ir—encourages 
For 
Shopping 


ood Fair 


wagon has organized 
the price of 
small, affixed to every 


product on display. This has sharply 


complete 


pul self service with every 


exam item, however 
Street 


built by 


garden store reports that 


roOrO 


downtown 


3. Family Shopping. A ver) 


yroport 
ing centers 
iu sband 
\t the I 


| ikewood 


and il 


iT the shopping 
I he 


lar-reat hing 


ipplic ation 


on of the 


family shopping” 


ikewood 
Calit 


land area in the 


imp! 


in 1LO0-pound =e 


. Sa 
10 pound bag — 


tores Lhe same 
yroducts bought in 


shopping center 


large 
purchases in Shop 
by 
hours. 


Shopping Center 
Zz 


often after increased sales to men, who are thus 
reminded of other hardware items 
they can use in addition to those they 
came to buy. This form 
of the impulse sale so long associated 
with the 


10c”’ stores 


the largest (in 
| S.—over 000 
after 5 P.M. 


pattern 


really is a 
me 


almost 


of F. 


| this has 


and 
W oolworth. 


forgotten “5 


W. 


¢ 


ations 
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5. Population Shift. ‘Ihe families hopping ente! n ttow! tha HOO) shopping 


rh} | 


iborhood 


hopping center represent the people ofhce to stop consigning large d1 res ot the 


erved by the typical large suburban a., was compelled to indu 


vho have moved to the new suburbs SIZES o-called tyli h 
iuse, among other reasons, there Ca is com! I tn 8. Promotions. 


not room I ‘m in the el! eceive the 


We have been building 1ter-wide promot 


e llion home i r since  S latiol y | I I te merchant i 


of the wat hiefl ne-t; \ ad\ I ‘ } wi l ! ! I nanayg 


the P 
| ng promo 
Redbook Ma 


9. Packaging. \! 
6. Characteristics of Market. : handising in shopy 


w suburban families , nder artificial | 
1ally homogeneou ging technique 
| 


imposed 0 jung ' \ th onside! 


Idret if 


- i) Cf 
d their h 


ever 


Size of the Market. [| here are 


OO suburbar hopy ny ce ‘ 
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10. Store Locations. |) a!! well! 


ived hopping center retail stores 
re grouped by price categories, so 
that price lines are more likely anal 
ogous rather than competitive in any 


one part of the center. This facilitates 
omplance with Manulacturers price 


pol b local retail merchant 


11. Warehousing. At some of the 
large! enters pecial warehouse fa 
ilities are available on the periphery 
vith the advantage of low rent, non 
ellir vy area onditions, so that full 
truck loads can be delivered and drop 
hipping reduced 


12. Personal handling. At such 


epartment tor t | | Hudson 
| Northland (Detroit), Marshall 
hield in Old Orchard (Skokie, IIL) 
ind Burdines in 163rd Street Shop 
ping Center (Miami), customers can 
claim all merchandise purchased at 
their own convenience, at a pick-up 
tation. Deliver to the automobile 
pick-up point i rapid—whether by 
hute onveyor belt or cart and to 
tal family purchases are placed in the 
famul iutomobile with a minimum 
of personal effort 


13. Return Goods. Ar shopping 


ente! when it old it stays sold 

because the cu tomer loads the pur 
hases in his own car and takes them 
home \t outhdale \Linneapolis 
Boutell reports delivery costs are 


only 57% of those at its downtown 
store, since articles as big as a chaise 
lounge can be accommodated in the 
family station wagon and brought 
straight home and installed without 


a pause to reconsider the purchase. 


14. Pets. Suburban life encourages 
the custom of family pets. The ‘Town 
Center at 
Calif., reports an enor 


and Country Shopping 
Palo Alto 
mous business in all kinds of tropical 
fish. Southdale 


a small zoo fron 


Minneapolis contains 
which animals are 


15. Social Life. \lany 


ters make an ettort to serve the socia 


large cen 


and recreational needs of their cus 
tomers through cocktail lounges, res 
taurants, and other re¢ reational facili 
ties. Young wives meet for lunch and 
clothes from 
shops all over the center. Husbands 


watch models in new 


and wives meet their friends for din 
hobb 
classes, etc. at the shopping center. 
Boines Restaurant at the Merchan 


ner, for bowling, dancing, 


dise Mart (Wilmington, Del.) pro 
vides meeting rooms tor womens 
clubs card parties announcement 
parties, ‘“‘showers etc., with no 
charge—'‘as long as there are no en 


trance fees.’ No 


are eligible to use the center facilities. 


“charge” functions 


16. Types of Employes. Ar Cam 
Raleigh, N. C., the 


state liquor store found that its sales 


eron Village 


The Shopping Center Expert 


Don Curtiss is an authority 
on shopping centers. As mer- 
chandising manager of Redbook, 
he’s editor of Redbook’s Shop- 
ping Center Merchandising 
newsletter (he'll be glad to send 
copy) for which he 
material by constant 


you a 
gathers 
coast-to-coast travel to visit 
When Red 


book inspired the first nation 


shopping centers. 


wide coordinated merchandising 
program between shopping cen 
ters and manufacturers, Curtiss 
played a key part in shaping 
the program. 

Editor and Publisher Wade H. 
Nichols of Redbook draws a 


steady bead on young adults 
who inhabit areas around shop 
ping centers...the prime rea 
son for this national publica 


tion’s intensive study of shop 
ping center promotions. 


40 


increased from less than $500,000 to 
over $1 million after it had matched 
the women customers by hiring wom 
A similar 
experiment was made 
Center, Fort 


en clerks, instead of men. 
successful 
at Sunrise Shopping 


Lauderdale, I la. 


17. Sales Training. Shopping Cen 
ters attract more mature, serious 
minded, local residents as salespeople. 
McHenry Village, Modesto, Calif., 
reports that its local sales personnel 
have great loyalty and interest and 
work hard for the welfare of the 
center, as well as for their immediate 
employer. ‘The value of center-wide 
sales training has been recognized at 
such centers as Minneapolis’ South 


dale and Kansas City’s Country Club 
Plaza. 


18. Use of Demonstrators. | xpc 
rience shows it is as easy, as well as 
cheaper (no big hotel bills), for fa 
tories and advertisers to train dem 
retail 


onstrators in shopping center 


stores as in downtown stores, 


19. Miscellaneous. Children’s shoes 
rate number six in dollar volume in 
downtown shoe stores; number two 
in branch stores at shopping centers. 


“kiddy 


and nurseries so that the par 


Many centers provide 
lands” 
ents can go shopping without waiting 
for baby sitters. Special provision 1s 
made, so that momma can zo shop 
ping while the kids get a hair-cut, go 
to the watch 


dentist a movie or 


umuse themselves under supervision 
Basic biology or customers 1S 


served at many centers by dancing 


schools, social photographers bridal 
shops medical centers, maternity 
shops. (jreat time saving con 


centration: White Sewing Machine 
Corp. found that 82% of all sales 
were in the sections of Houston served 
by Gulfgate Shopping Center, so it 
closed its Houston downtown store 
and opened one in Gulfgate. ... Loan 
ompanies as well as banks now oper 
ate In many centers, So as to provide 
onsumer credit when needed for 
time-pure hases, 


The final 


made at the outset of this presenta 


point 1s the same one 


tion: Watch for the great population 
breakthrough” of the 1960's 
the children of the war period’s in 


when 


creased birth rate come of age and 
start their own homes and families. 
Six out of seven of them will settle 
in the suburbs and they will do their 
shopping at the places now being 
especially built for their service and 
convenience—the suburban shopping 
rather than in more distant 


and inconvenient 


centers 
downtown city 
The End 


shopping districts. 
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TV Giant Four-Fifths Grown 


It’s been just a decade since TV was a 
toddler. But, today, television set owner 
ship is a fact in four out of every five 
U.S. households. Television has grown 
to such proportions that a big share of 


ill sales are for the second-set or replace 


GROWTH HAS BEEN RAPID 
% of Households with TV 


ment market. New growth from thi: 
point will be slower in coming, perhap 
closely paralleling the formation of 
new households. Here’s the TV owne 
ship picture as revealed by a detailed 


study last April 


MULTI-SET OWNERSHIP SPURTS 
% of Households with Two Sets or More 


80% 
73% 76% 
67% 
a 


1950 June Feb. Aug. April 
1955 1956 1956 1957 


9 MILLION IN 22 MONTHS 
Number of TV Sets in Households 


33,269,000 


Hy @|e/e/ejelels 


42,520,000 


27 EK Co a a ad 


BLANKET THE NATION 
Distribution of Sets 


12,543,000 


Saturation 84.9% 19,914,000 
Saturation 87.5% 


SOURCE. ADVERTISING RESEARCH FOUNDATION 
AND BUREAU OF CENSUS 
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What readers get 

in MILL & FACTORY 
they can’t get anywhere 
else in one publication... 


and what these editorial values mean to industrial marketers 


The readers of Mint & Factory are concerned with requirements. And another “for instance’’— have you 
production and maintenance engineering. They read ever seen a manual covering only the operation of a 
Mitt & Factory because it is the only industry-wide piece of equipment, but not its installation and main- 


publication serving these functions which are inter- tenance? For this same reason, a great many of the 
dependent; inseparable. Production depends on effi- articles carried by MILL & Factory cannot be cate- 
cient maintenance — maintenance devotes itself to effi- gorized as either production or maintenance and any 
cient production attempt to make them one or the other, would be 


“cutting the foot to fit the shoe’ and shortchanging 


For instance, the production engineer cannot specify the reader 


equipment that seems to promise high-speed produc- 

tion but would be hard to maintain and would threaten No...production cannot live without maintenance and 
costly shut-downs. By the same token, the mainte- that is why only in the pages of MILL & Factory does 
nance engineer cannot propose a rugged, apparently production live very much with maintenance. 
trouble-free machine if it can’t live up to production 


Typical MILL & FACTORY articles covering production and 
maintenance engineering. 


Bullt-Up Test Lab Designed for Easy Moving 


em ee hr t nem 


Cost Cutting Case Sudies 


F " 
9 | ©) 


YOUR Wey 
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why MILL & FACTORY can perform this service 


Mit. & Factory is in a unique position to perform 
this editorial service through the cooperation of its 
147 franchised distributors of industrial equipment 
Just as these distributor organizations are ideally 
suited to know the men who do the specifying and 
buying, they are in the unique position to know 


what is being bought and how it is being used — to 
serve as associate editorial offices throughout the 
United States, to help provide Min & Factory's 
editorial staff with live leads for follow-up on unique 
ideas and equipment applications. 


who are the readers of MILL & FACTORY ? 


ADMINISTRATIVE 
MANAGEMENT 


PRODUCTION 
ENGINEERING 


MAINTENANCE 
ENGINEERING 


The above “organization chart’ defines MILL & 
Factory's area of service which is covered exclusively 
by no other publication. The word “engineering” best 
describes the scope of MILL & Factory and pinpoints 
the fact that its circulation is made up of engineering 


how we know these are the right men 


Mii. & Factory's readership is limited to these men 
by the industrial distributors’ salesmen who build and 
maintain the Franchise-Paid circulation of MILL & 
Factory. These readers are the men these salesmen 
have to see to sell; they have no interest whatever in 
anyone else. The products sold by these distributors 
are used almost exclusively in production and/or 
maintenance... machines, tools, materials handling 
equipment, electrical power and transmission equip 
ment, lubricants, steam specialties, etc., that are used 
in production or maintenance, or both. 


— 


Mill ¢ Factory ! 


- it a Conover-Mast publication 
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| Mill ¢ Factory ” | 


Serving production and maintenance engineering — 
| the men, regardless of title, industrial salesmen must see to sell. 


men in production and maintenance. These men are 
not the top administrative management in their com 
panies but are the “buy-it-and-get-things-done” men, 
directly responsible for solving the engineering prob 
lems in both production and maintenance 


Find out for yourself what these men read, what they 
buy and how they are sold. Pick up a current issue of 
MILL & Factory and run through the case studies 
of actual sales of products by distributors’ salesmen 
Each case tells how the problem was solved, the prod 
uct that was bought, the MILL & Factory reader who 
was helped by the distributor's salesman and bought 
the product. In this way, you will be able to visualize 
the type of men who read MILL & Factory, the men 
who specify and buy the products used in production 
and maintenance engineering 


p 205 East 42nd Street, New York 17, New York 


Burgundy, or a 


Much Improved Packages 


At No Increase in Cost 


Paul Masson Vineyards builds its current advertising and 
promotional campaign around champagnes and other fine 


wines now party-dressed to enhance their gift appeal. 


By ERNEST G. MITTELBERGER 


Director, Sales Promotion & Advertising 
Paul Masson Vineyards 


[his fall and winter we are spon 


oring an advertising program in 
which we use our gift line of cham 
pagnes, wines and brandy to sell out 


entire line Lhi 


possible by t 


promotion 1s made 
repackaging 
geared specil illy 
ng problem 


program 


to today’s market 


(dn our television show over 
WPIX in New York, “San Fran 
o Beat i 30-minute re-run film 
we ise both a regular commercial 
ind a live announcement showing the 


new wgitt boxes 
Covering the Los Angeles area, a 
newspape 


campaign using YO line 
ry) in the i varniner and 


Times 
tresses the gift angle under two ma 
ror heads 


tion | 


Don't say Congratula 


Pa il NIasson say it 


“Don’t say Thank You. Let Paul 
\lasson say it for you,” 

Nationally we are advertising in 
major financial papers, the copy em 
phasizing our champagnes, gift ba: 
rel of cream sherry and port, and the 
Wine Cellar package (“How to Gift 
Wrap a Cellar’). 

For direct mail to consumers and 
as a sales aid for retail stores and our 
own organization, we have a full 
folder that 


new gift pac kages 


color pitt features the 

Phe Paul Masson management has 
been increasingly aware of two im 
portant facts: 1, Packaging with a 
direct Sales appeal is a key to ex 
panded markets for the finer wines 
we feature. Makers of 
| 


nave been 


premiun 


Wines inclined to negle t 


OVERLAPPING EDGE of lid prevents crushing for a pack 
age which carries either two quarts of champagne or 
bottle of wine, two champagne glasses. 


packaging, thinking that the quality 
of the product would sell itself. 2. 
‘There is a great unexploited reser 
voir of wine sales in the billion dollar 
gift market. To successfully tap that 
market, astute packaging is essential. 

It is odd that champagne—a mod 
erately priced prestige item 
overlooked as a gift while 
candy, flowers, cigars, liquor, all in 


is com 
monly 


the same general price range, are im 
mediately thought of. A two-bottle 
package of champagne, for example, 
priced at $8 to $9, costs no more 
than a good bottle of scotch. ‘lo 
remedy this situation and to place 
our product where it could not be 
ignored in today’s self-service free 
for-all, we realized that our strongest 
ally would be a striking package. In 
the first 
packaging program we 


phases ot our long-range 
believe we 
bottling 
and labeling. More recently, we have 


turned our attention to the develop 


have achieved satisfactory 


ment of cartons which would con 

plement the bottles and provide a 
merchandising asset. In the initial 
process of doing this, some false steps 
were taken which we believe the cur 

rent program rectifies. We've pro 
luced a pat kage that: 


1. has a direct sales appeal ; 
2. is practical from the point of 
(desirable as 
appropriate glass for the 
wine type included) ; 


view of the consumer ; 
sortment ; 


%. IS a ready made gitt Tor in 
sfason or occasion; 
{ } 
mele ai ty the d rr 
r. is de yned tor the a ial | | 


of display and merchandising 
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, 
NEW GIFT PACKAGING for a single bottle has increased HEART-SHAPED BOTTLES for cream sherry and tawny 
I one-unit sales. Many such potential sales were lost when port, used before, were redone. Stripe design, logo, pastel 
t Masson had only a three-, later a two-bottle, gift package. colors help to identify the line as a Masson brand 
| 
conveys immediate by ind iden L ake chan pagne | he re ile pi f package Doth im utilit ind tppead 
fication dictated largely by competition. ‘I} ince, using a corrugated carton i 
a 
item 18 highly taxed (almost +] per most instances rather than the set | 
6. pro ides easy recognition of the ‘ . | } | | . (ye at : 
bottle). ¢ hampagne is handmade I Ox, Which 1s about 40%) more expen 
wine type through the ise of color | t] 
" volving expensive labor outlay Yet ive We also resolved to { we new 
both to the trade and consumers | 
t must sell to the consume! if noft cartons onl is gilt containe! in 
‘ 1 | 
a { shipping containe! much more than $4 the bortle SO let the pilt line sell the complete Line 
‘> 
full protecting the gla > inside a there is a definite limit to the wmmount of Paul Masson wine ind brandi 
e ' , , +} 
thoroughly pre-tested teature of out that could be spent for a package I his is being done b n mh oth 
A 
new cartons We solved our problen in two distinctive feature ot the new on 
} ways: |. by working closel with tainers with point-of-purcha ive 
‘ 5. promotes the product either in a 7 | } | 
everyone involved in the prod iction rising and sale ua 1 the retail and 
I service or a self-ser e store | 
of the cartons—the designer ( Jerome restaurant field 
Cc f 
In achieving these ends, we had on (sould, of Los Angeles), die maker lhe major advantage the new ca 
e 
big problen to stay within a cost ink supplier, box maker, et ind 2? tons embod that they have famil 
7 that was justified by our resale price by finding a way to obtain a q valit resemblance and are strongly relate 
¢ " 
the bottle tive ire ae vr ad te 
| CA li ‘ pe ert i \ ‘ l¢ 
ontainer to hold three be 
: han payiic Va ] \\ | 
ind pra il. it w ' 
failure It had no eve pp il. did 
GIFT BARREL is a smashing success how the. botrle ind a three-bot 
Since the barrels are handmade, and package proved to be either M 
production is thus limited, the winery or too nall a unit for the ave 
has had difficulty keeping up with pagne buyer eople ¢ 
orders. Name plaques are offered with vant to b one bottle 
each barrel. Return envelopes request f i case of imnpagne \ 
ing the plaques (they cost 10 cents two-bottle 
provide excellent measure of demand te but lost the f 
I ‘ I 
tte i ¢-pdot 
i i i package 1 
i i } i kl 


display in stores ; descriptive bottle 
Old Company, Young Ideas ollars for store and restaurant use; 
' 


During the past several years when it has been engaged in a a consumer booklet describing 


continuous program of package experiment and improvement, il Masson wines, champagnes and 


Paul Masson Vineyards has achieved some healthy sales gains t aie with suggested uses a 


gg 1d 


in a highly competitive industry 


During the fiscal year ended July 31, volume was up 24% a booklet dispenser in the 
over that of the previous year. This increase came on top of a 1 cardboard “bottle” whose “ 
» advance in the previous fecal year front holds the give-aways and 
it is more than 100 years since the Masson business was ents their being lost or thrust 
founded in California, and until 1940 its product had little or no r counters .. . salesmen and 
distribution outside of the state. During that year, one brand ire re-ordering these eagerly: 
was in one store in New York, was virtually unknown elsewhere 


Today distribution reaches from coast to coast. ® table tents, menu clip-on cards 


( ie lists ' ‘stau S. ¢ 
Anticipating further growth, Masson is now starting construc ind wine | for restaurant ill 


bearing the ors, desig g i 
tion of new champagne cellars at the Vineyards’ Saratoga, Calif., , aring tl olo design and logo o 
the containers 
headquarters. The new structure will provide storage for about 4 . 


two million bottles ® a waxed cardboard champagne 


bucket also for restaurant use. 


A merchandising manual for ou 
mnortion 


iles personne] and the sales managers 
of our distributors provides a com 
plete exposition of the program, with 
photographs of the packages ind the 
ran of PoP dj pla promot onal material available. 
_ whose olor sate l'rade acceptance ol the new pack 
Masson logotype are 2 iges and preliminary response of con 
those on the « - imers convince ] that we are on 


the right track with this program 


nit 


ind that it will continue to increase 
our sales and materially aid steady 
for overhead expansion otf distribution The End 


“Thisis the size we use for the Growing Greensboro Market” 


\ rood for consumers i daily gla of vitamin 
filled tomato juice, the News and Record is a healthy 
medium for advertisers too! Put pep and energy in 
our sales program with a schedule in the newspaper 
t really covers this rich, diversified market. Our 
county ABC Retail Trading Area has 1/6 of North 
irolina’ population ind accounts for 1/5 of the $4 
illion annual retail sales. Over 100,000 circulation 
Lily ver 400,000 readers daily 


) 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolina! 


Greensboro 
News and Kecord 


Sales Management Figures GREENSBORO, NORTH CAROLINA 
Represented by Jann G Kelley, Inc. 
*eevrveereeeeee#e#+neeeereregeegensreeeene#neeee#eeeee#tkeeeee ® 
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You have encountered this situation often 
in the past. 

But it doesn't happen very often any 
more... for a very good reason. 

Today, on a multi-million dollar air 
plane, practically all the electrical and 
electroni¢ contro! systems are designed 
on a modular or “‘black-box’’ basis. Using 
Cannon Connectors for quick plug-in and 
quick disconnect, defective control ele- 
ments may be replaced in seconds... and 
the aircraft usually returns to flight 
before the defective units get to the shop. 

Are the controls in your electrical or 
electronic product designed on the mod- 
ular basis? How about your production 
line? Will a minor failure cause breakdown 
of the entire automated system that takes 
hours of down time to repair? Or are the 
controls of your product...and those in 
your plant...designed so that defective 


and valuable goodwill 
walked away 


units anywhere may be disconnected and 
instantly replaced? 

Cannon makes over 27,000 different 
electrical connectors. If one of these does 
not meet your requirements, we'll design 
and make the connector you need. Write 
today! Cannon Electric Co., 3208 Hum 
boidt St., Los Angeles 31, Calif. Please 
refer to Dept. 505 


Send for explanatory material on how 
modular designs can save dollars. 


Where Reliability for Your Product 
/s¢ Our Constant Goa/ 


THE SCRATCH PAD 


By T. Harry Thompson 
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e Tol Return ot 
Headline. ‘Vhese 


$29.50 each and 


they 


stores in 


arts cost about in 


vestigations how have been 


Zz 
converted” into laundrycarriers, baby 
strollers and tool-carts. some have 
used as outdoor grills! Peo 
but not 


eventl been 
le are funny “funny ha-ha.’ 
Inflationote: Round-the-clock nurs 
$48 1940, it 
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costs 
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Pa hour 
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page 
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Circulation 


1O Million ,, 
a Day! 


The Reynolds Wrap Aluminum Packaging Seal circulates by national ee 
magazines, network TV, newspapers, spectaculars. And more impor 
tant, it circulates on packages. More and more famous-brand packages 
carry its message of protected quality into all the homes of America! 


More than 13 billion consumer impressions of the Seal have been deliv 
ered in the 4 years since it was introduced...and the rate is rising fast. 
Conservatively, circulation is now more than 10 million a day! 


8 out of 10 women recognize the Seal...and 7 out of 10 of these women 
say they prefer products bearing the Seal. That’s proved 

sales power! Put it to work for you. Call the nearest 

Reynolds sales office. Or write to 


Reynolds Metals Company, General Sales Office, Louis- 
ville 1, Kentucky. 


* QUALITY 
PROTECTED WITH 


Watch Reynolds all-fam ly television show “DISNEYLAND ABC. TV 


DECEMBER 6, 1957 ” 


TOP MERCHANDISERS AGREE 


you get a lot more 
by vacuum-forming with 
Celanese acetate sheeting 


@ protects merchandise @ stimulates buying 
@ gives full product visibility @ is economical 
@ displays products to their @ ideal for formed displays, contour, 


best advantage blister and skin-formed packaging 


All these packaging advantages...that’s why top merchan 
disers prefer Celanese acetate sheeting tor vacuum-forming. 
Acetate’s transparency, toughness and exceptional sales ap- 
peal, plus its unique adaptability to deep draws, make it 
ideal for the production of vacuum-formed packaging fot 
practically any type of product. Get the complete facts from 


the Celanese Sheeting Department. Use coupon below. 


Celanese 


PLASTICS 


Celanese Corporation of America, Plastics Division, Newark 2, New Jersey 


eg Sth aot 


x *RES 
a: 


Emenee Accordion package 
by Emet Plastics Corp., Bronx, N. Y. 


7 


+ C4 
pn 


— 
ant tek 


Hobby-Time twin-package and product by Western Coil & Electric Co., Racine, Wis. 


Majestic Windshield Wiper package by William A. Crook Company, Watertown, Mass. 


Ser 


ea 3 WE: . 


E-Z-Lift blister package by Ve-Alite Plastics Corp., Brooklyn, N. Y. 


Celanese Corporation of America, Plastics Division 
Dept. 173-L, 744 Broad Street, Newark 2, N. J. 


Send me vacuum and pressure forming information 
NAME 
COMPANY 
ADDRESS 


CITY 


Application | have in mind 


Planning Pays Off 
With House Full 
Of Happy Customers 


Graver Tank bought out a Chicago performance 
of ‘My Fair Lady’’ [see Sales Management, Nov. 
15] and invited 2,100 of its "friends." Everyone 


came, naturally, and had a fine time. 
NEITHER RAIN, NOR SLEET, nor Chicago’s stormy 
wind kept Edward C. Logelin, U. S. Steel Corp. v-p, and 
Mrs. Logelin away from the show. Graver Chairman 


would have pinned E. N. Gosselin greets them, is glad they made it. 


ink & Manufa 
She couldn't have 
in wind ight 


perfect; 


host to 2,100 


American Petro 


a substitute for 
the traditional 
Before cul 
at the Chicago 
(jraver chairman, and other 
to old friends, made new ones 
of preparation tor the 
d guests about the 


in the world to take 


tion week! Cocktail 


with something like this CORNERED BY ACTORS: E. N. Gosselin with Anne 


morning. Our wives feel Rogers and Charles Victor of Chicago cast of “My Fair 
they re probably going to be the power be Lady.” Conversation took place during Graver’s after- 
wing some more business toward Graver! show gathering at the Chicago Yacht Club. 


FLOWERS FOR THE LADY: Mrs. Ted Mangelsdorf receives a colonial bouquet TWO BOUTONNIERES are better 
from E. N, Gosselin in the Shubert lobby before curtain goes up. Mr. Mangels than one, thinks E. N. Gosselin. Flower 
dorf, who's enjoying the ceremony, is a v-p of The Texas Co girls are dressed like Liza Doolittle. 
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Gair packaging helps sell a new line of Howard 
Johnson pies in a new line of hi-speed woxed 
cartons. Quick as a wink, Gair sells appetite 
appeal and product identity with vibrant color 


Gair has a proven flair for cre ating carton that sell. Gair eT VICE 
is also a proven asset to satisfied customers everywhere. Discover 


” how your product can be even more of a prize in a package by Gai 


i call your Gair re presentative or write Gai today 
GAIT PF creative engineering in packaging 


BOXBOARD AND FOLDING CARTON DIVISION OF CONTINENTAL E CAN COMPANY 
530 FIFTH AVENUE NEW YORK 36 Y 
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There’s going to be a new member of 


the Meredith idea family next August... 


Hic 
Homes Ta Gardens 


I Mprovemen 
t 
Ideas Annual 


R 


5,000 


Minimum Space Unit: Black 
: Bi an 


io : > . 
Using: June 13, 1958 
Estimated } 
-d Sales: 18( 
Ss: ) 
d White, ZZ se 


+ Ppa re ... ( 
& Olor, y, Page 


ate Base: 16 


This new member of the BH&G idea family will be a com 


| os eacom- Tt’s just one good idea after another 
ination Of the present Home Improvement an andy 


man Ideas Annuals—a “project book” ranging from the : bs 
ABC's of painting and papering to simple remodeling jobs from Meredith of Des Moines _ 
What an opportune spot for advertisers! You ll cell your 
luct story to people who are actively looking for things . . : _— . ° mn 
o and buy in a particular field of home interest. Call America S biggest publisher of ideas 
your BH&G representative mght now Ask for a quick 


run-down on how pinpoint 1 advertising in BH&G Idea 


Annuals can help boost your sales for today’s living and tomorrow’s plans 


ANA’s Frey Report Finds 
Agencies “15%' Fading 


Only about half of ad managers, agencies and media 


now call media-paid system and amount ''satisfactory."’ 


But most of them expect media-paid commissions to con- 


tinue. Two-thirds of agencies consider system most ''prac- 


tical."' Advertiser top management is still unsurveyed. 


By LAWRENCE M. HUGHES 
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marketing at Dartmouth College 


their study of advertising ager 


ment in a report Dy re 


ices and compensation 


National 
managemen 

decidedly limited in s 
\\ thout the Adve t 
lary findings and 


£7 lhalswel 


and how the 
ether ndeed advert ne done 
! how much, and whether 


ayvencies 
continually 
ind oth 


hired to work on it 
redetermined by dire 
ot corporations 
Currentlh these 
it worth-while = te 
billion in adve 
strengthen their 
t} ely f support 


Conom 


iInting . I mpetition 
ind tighter profits, fo 
to take a harder look at t etiective 


ness of all corporate 


| 


managers 


ding advertisil 

Ihis ma ! I al ivertising 

( gut it does 
agencie 


d hands 


Still 
ind Da s n 


l here's some trend awa trom 


he paid-by-media 15% commission as 
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compensation ( 


: In too man ient-agen 
lationships,’ they note tT! tions 
misunderstatr dings 

Client top management 
quently does ‘not fully believe i 
vertising; doesn't understand the 
nature ot advert sing management 
the I ion of the advert 
doesnt pick 
ertising personnel 


adequate author 


agency 


)tten top management 
fails to give the agency the info 
tion it needs and second tal 
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the agency.” 
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Agency Compensation: 


How Fair is the 15%? ot ad managers with budgets over $1 
million were “orthodox,” and onl 
+.2% favored the first alternative 


than 50 16.5 liked the second alternative. 
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mong top management 


thought In these replies, advertiser top 


media commission method Management is not covered. ) 
, sé ” 
Many agents said “'15¢ Predominantly orthodox 
any agen aid 159% 67 O¢ 
not adequate ‘ Large proport ons \Us. OO}; the agencies wave only 
ranging from 24.4% of advertiser 8% to both alternatives combined 
a ! 1 oT. ‘ v i — 
management to 42.7% among and 17.3% of them abstained. 
find it “unsatisfactor Nearly as many media (35.9%) 
most practical method.” favored the second alternative (net 


Ihe survey revealed preferenc: rate tor advertisers) as the orthodox 


for three payment methods: method (40.2%). 
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agencies, and 75% of all media expect 
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but with media commission still 
dominant. Only 10.6% of all ad 
managers expect a ‘significant change 
away from it. And 31.5% of them 
sing managers voted 41.6% either don’t know or prefer not to 


the orthodox method; 5.96% for stick their necks out. 
ty A ¢ 


reed-on bai i . I SCTVICES 
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But 23.3% of them did tiser top management are missing. 
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VOW... KNEW DISCOUNT tn 
The South Bend Tribune’s Sunday Magazine 


Now advertisers can enjoy 22% discount in completely covering 


one of the nation’s richest markets! In addition you get sensational 
new selling impact! 


An advertiser running a minimum sehedule of thirteen ‘2 pages 
(or the equivalent lineage—6,500 lines—-with fewer insertions) in 
the Seuth Bend (Ind.) Tribune Sunday Magazine may earn an 
‘ 


additional 17% discount by running a schedule of total comparable 


space in the daily Tribune at its regular r.o.p. rate. This brings the 


total discount to a money saving 22° on the magazine section—or 
270% if the 26-time rate is used! 

lo find out more about this great new discount and the South 
Bend (Ind.) Tribune's pre-sell and hard-sell plan, write for complete 
details 


Franklin D. Sehur 
The South Berd i Market 


Edito ad Publishe 
STORY, BROOKS & FINLEY. INC. * NATIONAL REPRESENTATIVES a a 
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TO COVERAGE | is the KOA-RADIO 

Rovte thot takes your advertising 

roughout the entire West 

reaching cities and 

owns, farms and ranches in 302 
counties of 2 states 

TO SALES s the KOA-RADIO 

Route the West's best way to sell 

your product to over 4 million po 


tential customers! 


GET ON STAY ON* KOA- 
RADIO! s the only station you 


need to ro your product directly 


ch Western Market 


“most advertisers dol 


DENVER 


of America’s great radio stations 


50,000 watts 850 Ke 


YOUR BEST 
CANCER 
INSURANCE ... 


a health checkup 
once a year 
every year... 
make it a habit 
... for life. 


American Cancer Society 


Sterling's "Fizrin" Now National; 
It's Challenging "Alka" and "Bromo" 


Factors in the product's auspicious start: a well-researched 


basic formula, individual-dose packaging, careful pre- 


testing of markets, heavy advertising and p-o-p sales aids. 


In the face of stiff competition 
trom two old-established products 
\lka-Seltzer and Bromo Seltzer 
National Brands Division of Sterling 
Drug Ine., after three years of market 
testing, now has a strong foothold in 
the market for its new antacid-anal 
ges Fizrin Instant Seltzer. Dis 
tribution is now on a full national 
basis. Fizrin was in development To! 
three years in the Sterling Winthrop 
Research Institute laboratory before 
being introduced in regional test mar 
ket 

It has an advantage,’ R. bk. Gray 
NBD vice-pre ident and produ t 
manager, points out, “in that it is 
manufactured in powder torm to as 
ire instant effervescence and peed a 
reliet than tablets can provide Its 


manutacture | regarded asa pharma 


ceutical achievement because it is the 


first time the ingredients in the pro 
duct have been successtully tormulated 
in a stable, effervescent powder. It 
is usetul in relieving numerous com 
mon ailments, such as upset stomach 
hyper acidity indigestion, over-indul 
yence in tood and liquor heartburn 
as well as cold symptoms, headache 
muscular pain, neuralgia and related 
conditions 
Lhese are the steps NBD market 
ing executives took to build up na 
tional distribution and gain a sub 
ial hare of the market ror 
Kizrin: 


When the ! ict emerged 


trom the laboratory in 1954, it was 
first introduced and tested on a re 
gional basis in five cities: Rochester 
N. Y., Providence, R. I., Columbus 
Q., Grand Rapids, Mich., Indian 
apolis, Ind 

Results were so successful 
the spring of 1955 distribution was 
expanded and Fizrin made its bow in 
Cincinnati and Dayton, O., Charles 
ton, W. Va., Boston and Springfield, 
Mass., Hartford, New Haven and 
Waterbury, Conn., and Portland, 
Me. Then in the tall of 1955 it was 
introduced on the Pacific Coast, bring 
ing the total number of markets to 
’8 by the fall of 1956; and this last 
September distribution was expanded 
to national level. 

Extension of Fizrin_ distribution 
and sales is in keeping with Sterling 
Drug’s program of accelerated sales 
growth. Recently the company an 
nounced introduction of Bayer Nasal 
Spray, marking its first use of the 
Sayer name on a product other than 
aspirin, 

Ninety-one salesmen, under the su 
pervision of 10 regional managers 
over the wholesale and retail drug 
grocery ind variety trade trom coast 
to coast. 

Executives directing the NBD 
proprietary products marketing and 
sales program are: O. W. Ergen 
zinger, S. I. Clark, A J. Surns and 
| N. Cooke, all 


Sterling 


vice presidents ot 


DISPLAYS for retailers can be ar 
ranged in various ways. Shipping car 
tons are designed to stimulate impulse 
sales, easy for customer to pick up. 
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EACH DOSE is fully protected, pre 
measured and hermetically sealed in 
Reynolds aiuminum foil moisture-re 
sistant packets. Can be carried in 
the pocket or purse for quick relief 
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CHECK CHILTON 


If you sell the Western hardware market 
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... you can sell best in 


HARDWARE WORLD 


DECEMBER 


6 


the publication which provides practically pin 
pointed saturation of the West Coast region—the 
fastest growing and the highest per capita spending 
area in the nation. (Its population is increasing 
3 percent annually; California is the country’s fastest 
growing retail hardware market). Every month over 
14,500 copies of Hardware World reach and strongly 
influence the purchasing of hardware retailers and 
wholesalers, wholesalers’ salesmen, department store 
buyers, and retail lumber, building supply and im 
plement dealers. Being a regional publication which 
has grown with the area it served for more than half 
a century, the magazine meets the needs and prefer 
ences of these people—is much closer to its readers 
and their problems than any national magazine can 
be. Best proof of this ts the fact that it has more than 
double the trade coverage in the eleven Western 


states of any national hardware magazine 


wh rad) ra) 


Hardware World is published by Chilton Company, one of the most diversified 
publishers of trade and industrial magazines in the country—a company with 
the resources and experience needed to make each of 16 publications outstand 


ing in its field. In keeping with Chilton policy, the experienced and highly 


competent staff of Hardware World devotes its full time to the field the publi 


cation covers, striving for editorial excellence and strict quality control of 
circulation. In achieving both objectives, it has earned the confidence of reader 
and advertisers alike. 


Chilton 


COMPANY 


PUBLICATION 
itive Industries « Boot and 
«Industries « Jews 


he 


*in case you haven't met these three media 
experts before: Hi stands for high accept 
ance; Brod for broad market coverage and Lo 


for low cost. They all apply, of course, to the 
e. Post-Gazette. Why not put them to work for 
you! 
OW Ew IS ; 


Yesterday's ‘‘old hat’’ sometimes becomes today’s smartest chapeau. But 
one fashion note you can count on in Pittsburgh is the fact that women’s 
clothing stores place more advertising in the Post-Gazette than in both 
other Pittsburgh daily newspapers combined! Why not follow the fashion 
leaders in Pittsburgh into the Post-Gazette the next time you want to sell 
to women in America’s 8th Market! 


om tt 8 STL Mab troraizag in tnbungh 
Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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YOUR REPRINT 
LIBRARY 


A mail-order source for infor- 
mative SALES MANAGEMENT 
articles selected to help you 
plan and perform your job. 


it’s up Again: The Cost Of Keeping 
Salesmen in the Field 


Reprint No 


Things Your Competitors Know Who 
Sell to Premium Markets Now, by 
Lawrence WwW Bell Publishet Pre 
mium Practice 

Reprint No 


What Revised SIC Means to You, by 
Hugh Britton Directo of Ce 
McGraw-Hill) Publishi 


Repl nt 0 


25 Techn'ques to Help You Learn to 
Be More Creative, by Whitt N. Schultz 
Reprint No oo Price lhe 


An Institutional Purchaser Looks at 
Salesmen, by David 8S. Gibson, General 
Manager of Purchase Worthington 
Corporation 


349 Price 1i« 


Your Prospect Afraid Of?, by 
J. Rosenbloom, Irving J. Rosen 

bloom & A 

Reprint No. 3 Price Lik 


How to Get More Distributor’s Sales 
men “Working for You”, by Ernst E 
Wachsmuth 

Reprint No, 347 Price 15« 


How to Sell Higher Prices At a 
Profit, by C E Bennett District 
Marketing Manager Western Gea! 
Corporation of Texa 

Reprint No. 346 Price 10 


Auto Costs: Up this Year 4% to 7'2%, 
by R. E. Runzheimer, Runzheimer & 


Reprit p 145 Price 


A Heart-to-Heart Talk With a 
Sales Executive, by Richard W 
rullar Vice-Pre (cl mer! 


" 
Woodware 


“« 
Reprint 


“70% of industrial Sales Calis Are 
Ineffective and Worthiess!”, by Her 
bert A. Hamilton, Jr Su or of 
Purchasing, Instrument I General 
Klectric Co 


ieprint No 


SALES MANAGEMENT'S new 
SURVEY of INDUSTRIAL BUY 
ING POWER includes’ data 
never before available for major 
industries. Standard Industrial 
Classifications are broken down 
to 4 digits showing not only 
gross sales and employment ac 
cording to the 1954 Census but 
SALES MANAGEMENT'’s esti 
mates of Jan. 1, 1957 

A separate volume—July 10, 1957 
Price $1.00. 
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MOVING TIPS FOR SALES MANAGERS: 


Mayflower No-Tailgate Service 


Means Safer Moves, Happier Employees 


When you use Mayflower Long-Distance Moving Service for your 
personnel transfers, you can be sure that their furniture rides safely 
locked inside a modern, weatherproof van. No back platform ride... 
no exposure to wind, weather, dirt and dust... because Mayflower vans 
have no tailgates. This is but one of the many precautions Mayflower 
takes to protect your employee’s goods. It is another reason why their 
move will be safer and they'll be happier when they arrive at their new 
home. Call your nearby Mayflower agent for full information and serv 
ice. He’s eager to help you and your people. You'll find his name under 


“Moving” in the yellow pages of your telephone directory. 
AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS 
t 
AERO 


ayf lower# 


NATION-WIDE 
FURNITURE MOVERS 


ple r ling salesmen ict on their 


’ 
desires, not on their knowledge. What 


they want to do is not ilways what 
How Can You Get they know the ought to. When thei 
do what they ought to do through 
S$ | T S il T cd be | oercion or fiat, they rarely do it well 
ind they do as little of it as they can 

a esmen °o e o ay . get away with 
in the sales manager make 
; salesmet int to sell today? That 
his $64,000 question, and mighty 


Do many of our accepted methods for stimulating and 


few sale managers have fe ind the 


motivating salesmen fail to give the men what they really = answer to it, They certainly won't 


find t within the solation booth 


want and need? Are they too long on product information behind their handsome office walls 


ind traditional concepts of sales man 


and too short on the techniques of effective salesmanship? agement methods; nor in many of 


he new tactics and devices that hav 


been offered them by suppliers who 


By L. MERCER FRANCISCO panaceas to sell 


Francisco Films ill the Illusions that sales man 


cherish, none deserves priorit 
r the belief that salesmen are mo 
ivated primarily by their cupidity o1 
‘sire for earning more money. Hold 
yut the promise of more income 
ommissions, higher salaries 
t get a Stir out of the salesmen 
oday if it ever did drive more than ° 
mall percentage ot! the sales forces 
Proof of the ineffectiveness of thi 
ippeal is seen in the fact that sales 
men who work on a commission basi 
ind who could, by only a slight 1 
crease in their efforts. double 
ncome, rarely put forth that effort 
In these lush time most salesmen are 
making all the money thes need to 
their basic living requirements 
ind provide a few indulgences. At any 
t are not willing to work 
noney work ng in the wa 
they 
za oe P What about the old fashioned 
Francisco: “There's only — management tactic of threatening to 
one method of motivation — "i"¢ the salesman who does not work 


is hard as he should or stalls doing 


that really works.” what his boss asks him to? It is an 


equally impotent motivation in these 


nes of full employment, of the in 

ichievements in reasing influence of union labor and 
| make those of the imulative employe benefits. ‘The 
omparison ¢ ile manager does not dare to fire 
er who know 1 salesman today for any cause bu 
conduct, because the dismissed em 

ploye can get another job, perhaps at 

higher pay, tomorrow, and to re 

pl ice im costs too muc h. Besides the 
lice | 


niss¢ salesman may go to work 


Editor's Note "te 


Some of our readers and some of our advertisers will disagree with parts of Mr. 
Francisco's indictment of accepted methods of training and stimulating salesmen, and. 
so do we. Our columns are open\to rebuttals, Some may point out that the author has 
a selfish interest In promoting sound films as a training medium. Agree or disagree, 
however, you will find his analysis challenging and thought-provoking.—-The Editors, 
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| hey kt 


Who's This Voluble Critic? 


Mr. Francisco supplies this thumbnail autobiography: 

“Though | received a mathematics degree from the 
University of Chicago, | must have figured I’d do better 
in selling, inasmuch as | have been engaged in it, and 
have been a student of the selling process ever since 
graduation. 


“The greater part of my career has been spent as a 
writer and producer of commercial films, and that work 
has focused my interests on selling, since by far the 
greatest use for films in business is for sales presenta- 
tions and sales training. 


“in the creation of films of all forms, | have had a 


that tr the truth vy e known 
es the boys in tl iinterland cold 


on 
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What About Contests? 


sh others 


the 
the lo 


il 


seat in the very center of the selling cyciorama, It has 
given me a chance to study the methods and thinking 
of sales executives at all levels, dealing with salesmen 
of everything from automobiles and applesauce to wash. 
ing powders and x-rays, with encyclopaedias and perma. 
nent waves thrown in between. 


“If reading can be called a hobby, then | have a 
hobby. It is mostly in the fields of economics, sociology, 
psychology and history....! don't like peetry or who- 
done-its, I’ve written a bit for publication...As for 
this article, a friend and customer nagged me into it.” 


—L. Mercer Francisco 
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the Holiday Season.... 


but all through the year, give memo books to 
your customers—distribute them at meetings, 


conventions and your trade shows. Have your 
salesmen give them out on their calls or insert 


them with your mail, 


With your ad gold-stamped on the front cover 
and additional advertising copy printed on the 


inside of the cover, these memo books put your 
name right in the hands of the people you want 
to remember you. 


Available in various colors and grains of gen- 


vine and imitation leather. Tell us how many 


you can use and we'll send a sample and give 


you full cost information by return mail. 
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It is a 
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that 


s work 
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Psychological Approach 
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sense and judgment, damage has been 
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instead 


done to his morale and 
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helping 


men psv¢ hologist, 


his men to 
greater effort, has put brakes on them 


All employes, particularly 


him motivate 
salesmen 
resent the prying into their personal 
histories and psyches that the psycholo 
and the reduction of thei: 
personal ties to IBM cards! ‘| he re 
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sales manager will always use 
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ment force, 


ot 
are not 
machines whose performance expect 
ancy can be predicted with the accu 
racy with which an engineer can 
chart the output of machines in the 
factory. 


If 


the wife, and merchandise and travel 


“incentives” 


psychological tests, appeals to 
no more effective in 
the motivation of than the 
traditional approaches of appealing to 
their 


are 


salesmen 


cupidity, threatening to fire 


them being a pal to them, running 


contests and 


holding pep meetings 
should the sales manager give up in 
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Give them a 


ENNESSY 
HOLIDAY 


Happiest choice of the season 


Here’s a merry message that’s a pleasure to send and sip 
The very finest is always the highest compliment. 

But not always the costliest. For Hennessy’s delightful gift- 
packages come in a wide range of prices. 

ARMCHAIR SHOPPING SERVICE! Hennessy 


you can now send Hennessy Cognac as a gift to friends a 


in 31 states. For complete informatior write, wire or 


Service, Dept. H, 8535 Warner Or, Culver City, Calif. Texa 


* * * 
HENNE SS yy COGNAC BRANDY 
eee ey &. ae ee ow ) 84 proof Schieffelin 4 Co., New York 
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' 

get out and do some real selling’? equals, not do things for then have turned uy 

: { Casts ons by] 

Should he resign himself to the fact inferiors. And he must acquire a lidit . - 9 ; 

d piidity ¢ tis appl 

that ‘* ‘ssive personal selling no ter understanding of the prin ipproach that appeat 

n our econ and techniques of the sales train nore effective in 

my hou * succumb to “dis process changing people 

: them to ommunv 

ount and i market What the salesman wants an ‘] rapa ts 
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can do to get his men to sell today? wants an opportunity tor self expre 


human ‘lation lemand that he plans feelings. Dr Lhomas Gsordor 
lo something ! L/S first He psychologic al consulta: t anayg 


t 


must reorient his l ide toward 1S ment edward (jlasse1 


[here certainly is. But recent studies sion. He wants a hearing for his id 


ire the elling 
salesmen at better understand what succintly stated the | , 
quote Ohmann o th 
in ay economy. approa h to motiva Ing alesmen 
> man may be challenged 

\. Ohmann”® states the talk he made before the National 

job. The salesman 
on 2 ol I Li ¢ 


¢ 


! pa 


Search for a Mart ageria Philose 
the Harvard Business Rewvieu 
mber-October 1957. Dr. Ohmann id ve have e just in doing 
s director of Organization Planning and ) p i mmon notion th who does 
Management Development for the Stand t \ to influence or change 
ird Oil Co i “« ormerly 0 peol to communicate 
fessor of \ wy ar head | them tell them 


Department « svcholog level m, sugg to them ipp 


elling 


re 


+} 


f 


about 


ty 
f 


i Al 


recognize a hown by 


they de 


conse 
1 obli 
these 


best 


W his h 


miake 
ition ft 


tentialitie 
the ind lual 
endence ind 


th car 


if 


eve oul of , 
werk cul b 


Leather Goods Co., Inc. 
Cincinnati 25, Obio 


ie chief purchasers of these book 


products. 


Factory Schools 


j " 1 ‘ 
drilling is 1¢ by dr 
C1Liel 


tine 


ind salesmanship. Salesme: mell and taste it, if 
of that kind. 
on luded 
th ox ! 


grapl ed by 


the product is 
After the factory schoo! 
the ] 


however, acqu men are sent home 


yii reading book WW 
skills in selling their pe 
They can only lear 
elling and salesmanship in get 
my books. What salest 


st know ledge but 


ales 


and loaded down with 
and literat replete with 
tor reterence 
atter they get back on the 
(jo00d as these things are as far as 


the 


sales manager 


uals 


and 


ure 


nen nee s ngures pur 


. } 
frdining poses joo 


lew managers themselves 
the they Zo 


sales train ng than 


things factory school and sales 


» which the 
proj 
| 


education 


raining but manu and literature 


the 


are 
the 
salesmanship 
hawked on the 
the cleve r s\ 
fill up the 


audiences of the factory 


no more 
books on 
that 
Nor are 
nd films that 
programs tor the captive 
school! ‘J he 
zo back to their jobs 
instr with their heads crammed with knowl 
bro edge and still 
t to apply that knowl 


and tacts and not 
sales 


nore erl are 


selling and are 
newsstanas. 


ndicated soi 


hools salesmen may 
rion 0 
their 


hou 


edge to the 


iwht in fron ibout products, 


know 
ind methods situations that con 
front them 


\ bran h 


the benefits de 


s, weeks 
the suffer a 
And not ill 


manager, in commenting 


of intormati on rived trom sending 


his men to a factory school, made this 
observation: “The men 
all about the 
su of our product, but not what 
b] if kboat 1s sA\ and do and how 
tors to sound mo when the 
! 


oning le 
+} 


often the speakers have trenchant 


come back knowing 


tron » Say and 
projye 
I he 


where the 


hear 


ustome! \ ‘l don't 


merchandise itself want any! 


COO trainees 


feel 


the 


o! skills in applying product 


Fil 


‘Training means development 


and informa 


It's the bag with 
the 


spondence and records 


the split personality for your overnight business 
Snapak has three roomy poe kets for your corre- 
The other side is 


trips. One side of 


a hidden compartment, big 
enough to hold an extra shirt, a tie or two and your toilet articles. A full 
center flap hides the compartment when you open your Snapak during a 
business call. Also available with pockets on both sides and no flap 
Made of handsome top grain cowhide in several colors and styles. 
12” high, 17” or 18” long, 4”, 5” or 6” wide. Solid leather handles, 
safety lock, reinforced corners. At your favorite luggage or department 
store. Custom-built bags for your entire organization also available on 
request. Write for quotations 
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training prograt 

what te 
product 
} 


these established, the next 


TT and tee] Col 
ibility to 


In the devel pment ot tl 


own 
master then 
best sell 
ing techniques the then 
can be im 
isually the “O.B.W 
Way s a synthesis 
+} 


ne most Success 


nemnsci 


; 


rom on the ob eX] 


tive since 


they are Oo report 
iratel) ) nat t do and say in 
the it 


sales sinterested 


obser 


More Realistic 


\ sound film wh 
econ mended 
the follow is the 
eftective instrument to presenting the 
(O.B.W f an ber of 


| t yund in n present n 


portrays the 
hattern ot 


behavior fo 


salesmen to most 


reasons 
t to the ex 
othe 


presentatio ond the 


perience ot reality than in 


lor oT 


filmed 


vain 


presentation i he | 


and 


rey ate 


again, W th or without the 
sound or with or without the pictures 
elling tech 


thoroug h 


til every 
erbal and visual 
lL hird 


stop motion 


aspect f the 
1g ic 
ly inderstood 
slidefilm or 
sed, the trainu yy 
n a decentral 
lassroon nstru 


tied 


sound 


screening 


raincees 


whole traini 2 


e¢ The Filmed Case 
ining’ by Georg , on, director 
Audio-Visual ducation Harvard 
in the Harward Busine 
of May-June 1957, for a repor 
in the se 
presentation of 


isiness School, 
eULEU 
n the values ind motion picture 
materials f 

method. Als 
r to the Editor beginning on 


1957 iss 


by the conference 


ine 
September-Oct er 
the values in the sound slide 
st motion ind film for the 


se 
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CITY Limits 


ELSEWHERE 


There need be no 


“neglected market centers’ 


9 


iF VOU GET ACB RESEARCH SERVICES 


Daily newspapers are published in 
1,393 market centers and ACB reads 
every advertisement published in 
them. 

The U.S. is big The cities widely 
scattered. The ads of merchants fea- 
turing your brand and/or competitive 
brands are hidden from you unless 


you receive an ACB Report 


The usual ACB Report is about the 
size of a schoolboy’s tablet. You can 


\W he n 


highspot it in a few minute 
studied by salesmen, sal 
advertising departm nts and agency 
men, it reveals a world of potent indi 
ine reased sales He re are 


ACB Services 


cations for 


3 out of 14 


RETAIL STORE REPORTS 


Provide ice 
dealer 


urate 
tie-in sdvertising ‘ 
your own or competitive ac 
A widely used service fo 
mining 


sles p liey 


ilesmen effort 


Rep 


lear sheet ire the basi 


research in new 
olan 


taining advertising 


check 


overing 


and di 


paper sivertisin 
ACB can furnish tear shee 


up ol sh iW linage const 
publi ition tles tern 
product ina 
tised: mat used, te 
ACB Rep 


than Yo mwcurate 


name 


entapge 


can 


TEAR SHEET SERVICE 


of all dealer or national advertiain 


tear sheets are 


complete 
ts low | n. full 


page 


he 


pe 


UNDUPLICATED COPY SERVICE 


Keeps you pe ted on me 
themes 
sdvertisers ete You 


kind of 


| ide a copy 
new 


ki cece ST the 


ADDITIONAL 11 additional! services are 
SERVICES: on request, or 


A, 


ad ve rising 


contact neare 


20 South Third St 


ACB READS 


premium 


* Memphis (3) 161 Jeflerson Ave 


EVERY ADVERTISEMENT IW 


w ile to see il 


ACB will 


tear 


specify 


ou wisl the | 


available. Described 


at ACB office 


The Advertising Checking Bureau, Inc. 


New York (16) 79 Madison Ave 


* Chicago (3) 18 5. Michigan Ave. + Columbus (15) 
Son Francisco (5) 5) first St 


EVERY DAILY NEWSPAPER 


RADIO & TELEVISION 


COMING! 


greatly expanded 
TV COVERAGE 
from a new 
1000 FT. 
TOWER! 


Scheduled in time for 


peak winter viewing. 


THE STATION 
OF MARKETING SUCCESS 


REPRESENTED BY AVERY-KNODEL, INC. 


Only 


I readiness tor 


laken in the trainee can 


that, and taking 
enhanced if A 
riven mn opportunit to give out! 


| hat i as Dr. Gordon 


he j ‘ ‘n a chance to express his 


puts 


opinions and ideas verbalize his needs 
and complaints, talk out his problems 


and deep feelings, and discuss his re 


He can do these 


when the training mate 


ance to change. 
thing only 
rials are presented and discussed in a 
conference, 

By conference is meant not just 
which the boss 


, 
sales meeting in 


trainer lectures and which is lecture 


centered, It is, rather, a meeting 
which the presentation 


tered and the 


group cet 
trainees participate in 


their own instruction. Ihe conference 


leader function is to direct the dis 
cussion by asking 


questions, not an 
swering them. His aim is to draw out 
Opinions of his 


the 1de¢as teelings 


timulate give-and 


them ot the 


of the problen or case 


ion among 
rious aspect 
onsideration I he 
- that 1s 


idgment on any 


rn 


under 
leader 


not pass } 


conterence 
permissive he does 
idea ad 
or feeling expressed ; he 
t statement; he 


Censor if} hone 


er argues; he 
He establishes 
meeting which 
ipant that he 
he wants to and can get off 
teels. And he 
onterees listen 


Lhough the O.B.W 


— 


whatever he 

AKE re that the 
well as talk 
be the topic of the conference 
never advanced as the 


f it 
iy to sell; it is 


sion if 
instead, pre 
ented a one way that has proved 
eftiective don't like the 
mplication of the “canned 
method, but they will 
both if they feel that 


they have had a hand in their develop 


Salesmen 
sales talk 
the rigid 
eager udopt 
ment and ey lation 
method 
detense as the most eftective 
that Na 


the mst! 


lhe conterence needs ( 
method 
been de eloped to date tor 
iction and training of adults 
Under the method,” it i 


niversal use n the 


term case 
sé hools ot 
ess administration in every uni 
rsity n the country and has been 
growing in acceptance ever 


Harvard 


since it 
first use the 
» hool 


I he onterence 


Business 
method often de 
mands the 
sales 


manager s attitude toward his 


men pre ously pres ribed 
| 


cesstul conference discussion re 
res that the leader be of the demo 
not of the autocratic or laisse 


type. Gordon L. Lippett, as 


t director of the National Train 


iboratory, explains: 


reorientation of the sales 


since the 


The basic difference in these 


three types of leaders is in the 
cation of the decision-making fun 
on. It resides in the leader in the 
sutocratic individual 
group, and ir 
the group in the democratic 
tion 


group, in the 
in the laissez-faire 


situa 


leadership 
fields of 
government, and 
organizations indicate that a_ he 


Studies of styles in 
with adult groups in the 
industry, large 
nevolent-autocratic leadership pre 
tiled that was different from the 
democratic, laissez-faire, and aut 
cratic ot Appar 
ently most such leadership has the 
leader 
benevolent-autocratic 


behavior 
same intent as democrat 
ship, but the 
leader does not possess the prob 


lem-solving approach in his work 


with others 


‘The chief 
I ethod in training 1s what it does In 
When they 


are allowed and encouraged to “think 


value in the conference 
stimulating men to think. 


out loud” about their problems, with 
out fear of censure or criticism, they 
irrive at conclusions on their own as 
he solutions for those problems. 

wy envision the desirable goals that 
those successful solutions promise. 
self-motivated to 


' 
attain those goals and to do it at once 


lL hey are, theretore 


Herein, then, lies the answer to the 
yet salesmen 
today?” ‘This ts the 
method of that 


ind that continues to work so 


question, ‘How can you 


to sel] only 
motivation really 
works 
long is if IS pursued ! It obviates tor 
ever the need for either traditional 
ippeals or new-fangled devices as in 
centives to greater effort! It will even 
lessen the need for the sales manage 


to “ride herd” on his salesmen in 
order to kee p them producing, bec ause 
they will ride herd on themselves ind 
their con 


each other, as a result of 


ference discussions. Lhe sales man 


ager or trainer will, of course, a 

wavs be required to observe salesmen 
at work for the purpose of correcting 
their errors before the become faulty 
habits of 


He will find his men appre 


work which they are not 
aware, 
ciating his on-the-job coaching in help 
il them to attain that protessional 
their work to which 


aspire The End 


1p 
proficiency in 
they innately 


Correction 
“The Ubiquitous Jet-Age Ameri- 
can,” by Hector Lazo, Sales 
Management, November 10, page 
43: “Since 1950 the American 
consumer has upped his overall 
consumption expenditures 38% 
for durables " instead of 83% 


as shown. 
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Merchandising Co-operation: 
YOU BET! 


Some Quotes From Our Fat File 


“Thanks for the fine work on Dial Soap . 
Glad we can depend on such active, en 


thusiastic support.” 
Foote, Cone & Belding 


‘The merchandising you put behind our ads 


was definitely important to our sales success.” 


Kaiser Aluminum & Chemical Corp. 


“No other paper we are in at this time has 
given us such co-operation as The Kansas 


City Star. Dusorb Sales Corp. 


“On behalf of our clients, the Kraft Foods 
Company and the agency, we would like to 
express our thanks and appreciation for your 
splendid co-operation.” 

J. Walter Thompson Co, 


“The merchandising material you have 
created for PALL MALL certainly points to 
the fact that The Kansas City Star is 

terested in promoting the products of its 


advertisers.” 


Sullivan, Stauffer, Colwell & Bayles, Inc. 


“Both the Carnation Company and Erwin, 
Wasey appreciate the support you are giving 
the Topic contest.’ 


Erwin, Wasey, Ruthrauff & Ryan 


of Customer “Thank You" Letters 


“The strong support given us by your staff 
on Dole Hawaiian Pineapple added im 


measurably to the impact of our promotion 


Hawaiian Pineapple Co 


‘You are certainly prompt in going to work 
in Starlac’s behalf on the merchandising 
front. We appreciate your featuring Starlac 


in The Star’s ‘Grocery Merchandiser 


Borden Food Products Co 


“Thank you for your recent co-operation in 
the introduction of colored ScoTissue in your 
area. It is a very definite contribution to the 


success of a Campaign such as ours 


Scott Paper Co 


® Star merchandising specialists know 
how to get maximum deale: co-opera 
tion for Star advertisers in the million 
person Kansas City market—and are 


eager to do so! 


®@ Typical of the many aids afforded 
advertisers by The Kansas City Star is 
a lively “Grocery Merchandiser It 15 
distributed WEEKLY (not monthly) and 
details all food schedules in advance 
with appropriate art and stories. Read 
used and acted upon by grocers who 
do 90% of the grocery volume in the 


Kansas (¢ ity market! 


Ba THE KANSAS CITY STAR 


2nd in America in Food Advertising 


SAN FRANCISCO 


a(n ' 4) Market % 


KANSAS CITY CHICAGO NEW YORK 
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pack it with sell in SARAN WRAP 
e Proud of you product? Then give it the sell it deserves , . . in 
Your packaging peckaging that underacon 


its quality. Protect it... show it off 
in crystal-cleay Saran Wy ip 


° ere the fle xible packaging that IS setting new Standard of 

bee rotection, And it’s providing that sparkling look of treshnes . 

showmans ip ne look that tempts sh ppers and clinches sale: Saran Wrap is 
Ht et tough ey 


iOugh to KEEP youl pach ige 


iti ‘ ages in excellent 
e hape even on self-seryvics counters 


Switch now! Begin with a call on Dow Pac aging $ Service t >» he Ip 
u plan the sell jn your package. And be sure t, identify your 
uckages with the Saran W, yh usnarh of protection. 
Tr The Dow Chemical ¢ pany 


‘isn 


=> 


( 


WEBSTER 
ss, Vivsena mat 
}ller 


§ MIM IA TAO VOD 


«tw phaate« 
tte «sl 


DAIBRVWOURG br 


pack it with sell in STYRON 


Some products naturally call for rigid containers. If you 


time you called for Styron 


Plastic containers made of Styron are lifting hundre 
ucts out of the humdrum and right into Americ 
Whether 


ng lures or pharmace 


uu find the plastic con 


riik. iM (itt 1i¢ 


ce P51516G-1 


Vo it wow... 


write for your copy of the 
TOLEDO BLADE 
ANNUAL REVIEW 
Issue of Sunday, Dec. 29, 1957 


een happer 
nt Northwester 
rved by The Toled 


Lae wept 


im Y 


ne 


S / 


is the key 
to the pa 


nth largest port in the U. S., Toledo is 
already the center of Ohio's third market 
with $1,996.423 000 net effective 

buying power*. What wi!l it be when 

the St. Lawrence Seaway is completed? 
Keep your sights trained on Toledo 


the key to the sea 


TOLEDO’S NEWSPAPERS 
are the key 


to this 
great and growing market on the 
Lawrence Seaway 


l‘ake the grocery business. Last year 316,200 families in the 14 
county ‘Toledo market spent $281,542,000 in their food stores. 
Chat’s a whopping $890 per family. Take advertising. Last year 


mn 


the Blade carried 3,767,952 lines of local, department store and 
general grocery advertising, more than any other Ohio newspaper. 
(here must be a moral. There is! ‘To wit: to open the door on this 
big ‘Toledo market, just use the right key the TOLEDO BLADE 


ind ‘TIMES. There are no duplicate keys. 


Suny. TOLEDO TIMES Mowing 
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WORTH WRITING FOR... 


The Detroit Market 


Kitth Quinquennial ot ti op wri » Dr Arnold © 
Detroit \larket conducted | Protessor ot \larketing Csradu 
ket-Opinion Research Co . School of Business Admin 
the Detroit Standard Metropolitan New York University, 90 
\rea— Macomb, Oakland and Wayn Place, New York, N. ¥ 

trom which ISO? « discous ¢ competition. Fo 
ty's retail business orig S s copy, write to E. B. Weiss, Dire 
a population of 3,670,000 a uper Market Close-up ok Witeiaas Wha Ma ae 
Neport on a survey among 349 bach. In “VA srd St., New York 
companies, 3,816 stores, with a com 36, N. ¥ 


bined sales volume of over $5 billion 


publi “A 
discount ho ( 
j “es 


adiscoun 1OUSEeS 


retailer 


clude population b yy I > | 
homes Since 19 Ti 11\ ncornse 
growth 
muni It includes sales gains over 
“I lopping pa ‘rns nobile sales ot identical stores: sales 
ownership last ipparel 


Negro Liquor Market 


ot ndividual super markets store 
parel pure hase by ty pe ~ erating expense ratios; gross margin Negroes pend up 
cance inh es home ran sSiny expense ratio; net pront 1" ich Tor ilcoholi 
chases beer liquor and Ww ypical operating ratios expan CONMSUMNET th 
chases Copies are available fron 


in 1956 and in 1957; future ot Y according to th 
Jake Albert Promotior Director stamps and other regular pre ras Negro Market 
Phe Detroit New , Mich mium plans; growth of self-service 1 Beer \la 
prepackaging of perishables, 1 { 1: Atlanta, Baltimore 
wrapping machines vending 1 eland, Detroit, Houston 
chines; new lines—non-food, non Angel New Orleans, New 


“What Is > i : tf our prod tood specialists trozen toods kor Philadelphia Lou Washu 


Image Studies 


uct, brand or company?” Marketing YOUr COpy “The Super Market i, 9 Indic ive that Ne 


researchers e been asking that Industry Speaks 1957." write to ! brand ind = prete q 


vi increasing frequency Don Parsons, Executive Director following the 4 
And it is - subject a special Super Market Institute, 500 N. Dear t rad fourbon ine 
publication package re t released born St., Chicago 10, II 1 r bottle ire pop 
litled Commentat Product ( l report may be ¢ 


Brand ind Corpor 


Johnson, Publ 
we 

posite ak ta “Beauty Reader Forum" Michigan Ave 

. con pend in . [ata on bi ind tsaye and pla ce of 

methodology and ca purchase of hair preparation Map 
arlous tragranee dentit rice deodorant 

nd other tem rine prod ict tor 19 Briefs: 
ind 1957. Comparison of the ty tirement 
inagement ‘ks to influen [ eal 


prod 
pro 


re in mcrease in 
a tilable | 
hampoos hairdress ny dan 


|. Wood ane 18 Walnut 
Ph | ile Iph a 


corrective preparations and ha 
orie Roll-on and pad-t pe de 
are gaining 1 popularit 
. . . t t id quit t 
Consultation in Marketing k and liquid 
customer Copies may 
Pron IL homa Roche 
7 \l anager Fawcett 
Csroup, 6/ \W t4th St 
, N.Y 


Low-Margin Retailing 


incident resident I ‘rs This stud \larketing 
Conteren ) cl ‘ istri Readjustment te Low Nlargin 


ling provide lact and 


| prophe f 
irketing an 
te | hand 
1960) ‘ 
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THE LIQUOR STORE THAT DISPLAYS THIS SEAL FEATURES 
THESE PRODUCTS TO SIMPLIFY YOUR GIFT PLANNING e 


For the Top of Your List 


America’s Most Desired Gift Same Fine Old Forester 
Personalized Old Forester Bourbon in Its 1957 Decanter in Handsome Gift Wrap 
igned bottle and F . bonded New 

cipient’s ow! repeatedly cho 
printed. Matching pre as favorite 


irely rede: 


amous 


3; registered 
thn re 


Old Forester 


sen 


in convenience, old itr 
prestige 
for extra prestige 


Brand name 
gift whisky in 


dependent busine 


remov 
able. Gift wrap or decanter 
f SS surveys same price as regular fifth 
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Brown-Forman’'s new Business Gift Service helps your 
local retailer to provide large and small firms with 


BUSINESS 


the utmost convenience in prestige gift selection. 
Look for this emblem in your pre-holiday gift planning. 


Kentucky's Favorite Straight For the Extra Special Gift 
Gift Wrapped Early Times Eariy Times in Holiday Case 
America’s best recommended Twelve fifths of the same we 


straight »sti ly Wrapped 
Your choice ‘ different 
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How to keep 


Trom growing 
COO ” 


C 


SC — ro 
EP 4 


bu inne i thi , ob 7. LV, @ irable thin, Wi 


are constantly interviewing and hiring at leisure, 


i mark of succe ( which we all strive instead of desperately taking anyone who may be 


but it has its dan , too The dan er ol wing ivailable when a new account materializes. (Inci- 


o fast that quality ulles because capable ar ntally, althou rh we have ab olutely nothing against 


pre id too thin. The danger of adding new employment agencies, we seldom need to use them. 


lients at the « pense ol the old one who have been This is partly because the peopl ol quality we want 


putting bread, butter ind perhap cake on the table are usually pretty busy at thei present jobs and not 


Cour rowth has been very rapid 900% in the last actively “‘looking.”” It is also because good people are 


IX Vi About half of this growth has resulted from attracted to a good a ency, and many seek us out.) 


thie rowth of old clients whom (we like to think) we No ageney grows too fast as long as it never dilutes 


have he Iped to prov Phe other half has come through attention to present accounts in order to handle new 


idding new chents, without diluting our ser to old ones. The real danger to a client is that its agency may 


evidence our chent turnover 1 grow too slowly, and become stagnant, by failing to 


seek and acc pt new « hallenges 
rape ly 


because the e two convic 


ste eaten arsleller, Lickard, 


fail on the 


we tats ek ie eile aoe Gebhardt mi Keed , Ine 


depends directly on the quality of the peo 


Peopk are the principal ind 


A DVER T N G 


crvice bu inh 


NEW YORK « PITTSBURGH «¢ CHICAGO «+ HOUSTON 


In practic this me: that it is our policy to employ 


tech people ahead of out actual need for them. 
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@ If you're a Texas oil millionaire (though any kind will do) 


@ |f Detroit's about to sell you a Cadillac, Imperial or Continental 


@ If you're plagued with an inferiority complex—and $13,000 in loose change 


The Eyes of Rolls-Royce Are Upon You 


By HARRY WOODWARD 


I here’s nothing more decorative to his beautiful wife, Elizabeth ‘Ta t wouldn't work 
derrick at Christ lor, he gave her a Rolls Silver Cloud what once happened to Rol 

nas than a_ Rolls-Royce And if featuring built-in tray 
lexans have always issumed_ that compartment marked ‘His ind has been once-b 
their Cadillacs were the symbols of “Liz.’’ And when Kay Kendall chose 
wealth ! a\ my arrived they are acar aS a irprise Oth birthday itt 
going i hook up. Rolls is for her husband, Rex Harrison 
about to help them re-think their as a Rolls In 1926, that haleyon 
status philosophy We e heen talk loday Rolls l uming ifs igge ime to the [ 
ing to Mr Don Lawder a stately sales yuns deep into the ) emble it 
Brooks Brothers-type iT gentleman ‘Texa and Oklahoma, and Mich chanics taught 
who i 1 the merican ofhce of gan and California. When its Middle operation. But in 1933 


Rolls. least trade { potentates and Rajahs) great dignity, pac ked up 


wer a l exas oil 


in the reat 1 the con pan 


Here for Seven Years 


The Cadilla says he, “is a good went down the Suez drain the j went home. Why? 
car. But they manufacture 145,000 year-old English automobile company ber mostly 1930) bes 
of them a year. Nothing that sells in looked to the land of oil wells and American gentlemen 
such numbers can be exclusive.” ‘TV for a replacement And it came Club in their new 

At 145,000, that’s one in each 1,116 into our market last year with it Roll 
Americans who each year buy a first all-Rolls cars, the self-driven 
Cadillac. Rolls, on the other hand as against chauffeur-drive 
will sell 300 of its products to Ameri Dawn 
cans in 1957 which -is one in each Until the Silver Cloud rolled off 
563,000 Americans. Which is Exc/u its lines, largely hand-built like all of 
sive. (But not many American manu if prede essors, Rolls had made onl 
facturers would want their produ the chassis and the motor. Old-guard 
to be that exclusive! a Ider ike Viulliner and nerican Roll 
Ward ipplied uston ina more met ilous] 
bodice But Rolls, aware Lo] ould ne 


that 


Recruiting Dealers 


to streamline operation 


And Ay Lawder point ft ig ark rd in order to make 


I 
I 
olls had 

nday it h our d } t nid could be a 
dealet ind xz l aia I Australia 
expansion 1 cu for that matter. And in the first rket tor 


down slight m the excl e Status instances 40 would no longer b r-$10,000 brac 


two vears ago R 
( 


the | . s 


but the air up there ! ‘ ( priced out of the market | 
rt les u“ I] still be 1 ire yus tarif these member i j r ria ‘ the 
When Mike ‘Vodd recent] wanted monwealth pla es on arni' 31 n i ontinental cost pwar of $10,000 


a small token of a t ! ot a embled there B if ! Ame i {continued on page 80) 
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Does. business publication 
advertising help salesmen ? 


No one is in a better position to give a hard-boiled, practical answer to this question 
than the men who spend their working lives on the sales front...the men the ads are 


supposed to help... the men who sell. 


Here are the statements of salesmen who know what advertising does for them 
when it appears in the industrial, trade or professional publications that serve the 


specialized markets to which they sell: 


J. H. Bauer 
Bristol-Myers Company 


sells to retailers 


Says Mr. Bauer: “My end of the business is pri 
marily to do things for the retailers. So’s the trade 


journal side of our advertising program 


Che consumer advertising vets people to go to the 
retailers and gives us good brand recognition and all 
that, but everything else we do in this company 18 to 


help the retailers move our products and make a profit 

\ big part of that is persuading them to get our 
brands out where they 
tising effect 


can be seen to meet the adver 


We ha e more than trebled the number of salesmen 
compared to what we had several years ago but our 
distribution has expanded so greatly that it’s still hard 


to cover the trace 


Thank 


advertisin 


yoodne our compan doe 


job for u It 


umer advertising 


sa very stout trade 
upplements our heavy con 


It work too. It breal the we No matter where I 


walk in to call on a wholesaler or retailer, 'm no 
trangetr 


I know that some compante in our field operate 
under the false a 


can do tt all 


umption that consumer advertising 


It can't 


The consumer advertising can't talk about how we 
can help the retailer make money. You can't count on 


o sell the executives of chains 


Our trade advertising makes druggists 
variet 


grocers and 
store people conscious of a new product, or a 
new promotion, or a new deal, Does it before I get 
there, too. It makes them anxious about it before T get 
there. It lets them know there's something big coming 
Our advertising in the business papers also impresses 
retailers about the business they could lose if they let 
their stocks dwindle 


Now, there’s another side of our business paper 
advertising that has a very strong influence on my 
sales. I mean it really helps me. I’m talking about the 
advertising to professional people. That advertising 
does a lot to persuade nurses and doctors to recom 
mend our products to patients under their care 
Bufferin, for example. Naturally, it’s wonderful for my 
end of the business if that advertising creates the im 
pression with thousands of patients that our products 
have achieved professional recognition. I actually talk 
to retailers about what our company is doing to win 
the recognition of professional people and induce them 
to recommend our products 


Incidentally, that is surely one area of business paper 
advertising where the consumer ads can’t reach. Only 
in professional journals can you talk in detail of in 
gredients, for example, which can be a very important 
part of our sales story. 


It's pretty obvious that trade advertising which does 
all these things helps me sell.” 


Jack Hegarty 
Texas Instruments Incorporated 


sells to industry 


says Mr. Hegarty: “1 sell semiconductors and 
other components to original equipment manufactur 
ers in the electronics field. With the tremendous ex 
pansion in the electronic industry today, one of our 
problems is prompt coverage of the market when a 
new or improved device is announced. I can contact 
all my larger accounts within a few days, but it takes 
considerable time to cover the many smaller accounts 


That's one of the reasons I think our advertising in 
business publications is so important. It covers all my 
prospects, large and small, and gets the story of our 
products to all three groups that can influence pur 
chases —the engineers, the purchasing agents and top 
management. In some accounts 50 or 60 engineers will 
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However, there are still many 
decision-making personnel who can't attend because 
of other demands on their time. But I know that they 
will get our story from our advertising 


ittend a meeting 


On cold calls, many times my selling effort is greatly 
assisted by the ‘pre-selling’ of our advertising and it 
gets me an entree 


get on cold calls 


seems to me that advertising often 


at a higher level than I can usually 


It helps in other ways, too. For instance we get 
that 


Prosper ts read the 


and devices haven't 
heen developed by our company 
get clue 


ran an ad that basically 


inquiries for applications 


advertising then contact us. In one case we 
showed a specification sheet 
on a new component. On one inquiry I followed up 
the engineer had the magazine open on his desk right 


He asked me 
was different but 


at our ad Can you meet this spec?’ It 
by some specialized design work, 
something we could do. I secured a first release order 


for over $70,000 just from this one inquiry 


“While my division of our corporation had first estab 
industry on the basis of its work 
other 
components. They are in competition with units of 
Here our 
advertising helps establish our name as a progressive 
company with a dependable reputation, good to deal 
vith 


lished its name in the 
in semiconductors, we also manufacture many 


companies longer established than we are 


W. A. Beach 

Black & Decker Mfg. Co. 
sells to wholesalers 
and retailers 


says Mr. Beach: “We have to sell our product first 
to the wholesaler; then help him sell to the retailer 
We do a lot of missionary work. We make calls with 
men and we run dealer and clerk 
to help the 


the wholesaler sale 


training clinics in which we try dealers 


improve their merchandising 


Our trade advertising in publications read by the 


wholesaler and dealer, works with us along those same 


lines. In other words, it’s like having an additional 


How salesmen use their companies’ 
advertising to get more business 


Here 


ale manager 


; a useful package of ideas for the 


PUBLICATION 
PUBLICATION advertising manager or 
ADVERTISING 
man who would like to get more 


Send 


for a free copy of the pocket size booklet 


in THEIR agency 


SELLING hor epower out of his advertising 


which reports the successful methods em 
ployed by eleven salesmen who tell how 
value out of their com 


they get more 


panies’ business publication advertising 
You can be sure that more of your sales 
men will use your advertising after they 
read how others get business through 


these simple method 


The eoupon 18 for your convenience in 


sending for your free copy 


DECEMBER 


sales representative in each territory constantly call 
ing on the dealers and wholesalers. Every time they 
open their trade books he tells them about our prod 
ucts and the special promotions we run to help them 
He works nights too 
home when they're doing their 
planning. I know they do take their magazine 
at night and read them. So, in effect, this 
works at night for us, and I do believe he 
in a more receptive mood at that time 

The 


there doing 


sell more ind calls on them at 


reference work and 
] home 
salesman 


find 


them 


greatest evidence that our advertisin is out 


a job and really paying off is in connes 


tion with the two large-scale promotions we do each 


year 
working on our current 
The Bell-Ringer’. That 


sJetween the announce 


For instance, right now we're 
Christmas promotion called 

was announced in September 
ment and the Christmas selling season we must sell 
the wholesaler and then set up a schedule with each 
with his men and call on the 
You 
hort 


every hard 


wholesaler to go out 
trade and actually sell the deal to the retailer 
can imagine how tight our schedule is. In this 
span of time we have to call on practically 
ware dealer in the territory. It adds up to a terrifi 
number of calls and in order to get around, we just 
can't afford to give each dealer all the time we'd like 
to. In addition, it’s extremely difficult to explain all 
the details on something like this Christmas promotion 


in the short time allotted each dealer 


We couldn't do it if the advertising wasn't in there 


doing part of the work for us. Believe me, it’s wonder 
ful to find that when you do call on a wholesaler or 
dealer you don't have to take the time to explain all 
the details, because he has already read about it in 
the hardware publications. In most cases he’s ready 
to see the merchandise. We have the opportunity to 
close the sale in short order. Right now I'm engaged 
in making dealer calls with wholesalers’ salesmen 
and I'd say that 


have already seen our ads on the Christmas 


nine cases out of ten the dealers 
promo 
In fact 
in most cases I’ve found that all | have to do is show 


tion and are somewhat pre-sold on the deal 


him the merchandise.” 


ask your own salesmen what your company’s busi 
ness publication advertising does for them. If their 
answers are generally favorable, you can be sure that 
it is really helping them sell. If too many answers are 
negative, it could well pay you to review your adver 
tising objectives—and to make sure the publications 
that carry your advertising are read by the men who 


must be sold. 


T 


ational Business Publications, Inc. 


; Nip/P) ) 


... each of which serves a 
specialized market in a specific 
industry, trade or profession 


NATIONAL BUSINESS PUBLICATIONS, INC 
Department 98, 1413 K Street, N 
Washington 5, D. C. STerling 3-7533 
Please nd me a free copy of the NBP booklet 
How S ssmen Use Busine Publication 


Advert 


Company 


Street Addre 


again chooses 


- NATIONAL——y* 
VAN LINES, INC.” 


National is moving the 
de Monte Carlo on its 

ix-month tour of the U.S 
that 


in 


National is equipped to 
out the most difficult jobs! 


National handle your next 
Rate are 
arranged for quali 

Direct ‘ van” 


world-wide 


lower and credit 
an be 
tomer ‘one 
ce to all 48 states 

r “Ocean-Van’ service. 
For full detail 


local NVL agent or 


, contact your 
Mark Egan, 
al Sale UVunager, National 
Lines, Ine., National Il’laza, 
Iilinoi 


oadvieu 


NA LINES: 


AMERICA'S PIONEER NATIONWIDE MOVING COMPANY 


SHEVODKA 
Rewuen 


a sneak scoop for your 


next sales meeting!” 


John Reed King and a cast 
ids pep up your next sales 


Sen full-color and 


birnuite 
t tf th hot 
especial Madison 


perfect break in a 


heard 
Avenue 
day-long 
breath 


vill leave 4 iudience 


| taste. Only $5.00 will bring 


this « lient coupon today! 


80 


top lin And 
nothing 
the Rolls 


power! ring 


you are get 


with those cars 


with automati 


power brake 


ontrol, driver lubrication at but 


heat ny radio and 


that 


ton control ystem 


a TCal window detrosts and de 


es through a clever arrangement 


hundreds ot filaments 


()t course Americans know of 
Rolls-Royce. But precious few 


aftord 
ridden in o1 


even 


among those who can 


actually 


even @€%x 


one 
have driven o1 
amined, close up, a Rolls 

Rolls, early last 
“Rolls-Royce Cara 


Southwest and the 


lo overcome this 
spring sent its 
an all over the 
It consisted of six 
special Silver 
Rolls still 
and special 
at SI9 800 
Continental convertible at 
$20,000, two Rolls 
Silver Clouds and two Bentley sedans. 

(In case 


Bentley 


lcastern seaboard 
Rolls products a 
Wraith by Mulline: 


farms out its 


(tor 
custom 

models to coas h builders ) 
a Bentley 
omething 


ovel 


don't know about 


us to let 


you 
permit you in on a 
secret even some Bentley owners don't 
know: Bentley is, of course, made by 
Rolls. But most people assume it is 
different car 
‘The only difference between 


Bentley “S” 


a Taster oF completely 
Not so. 

a regulat 
Silver Dawn is the 
and the 


sedan and a 
radiator design 
Lhe Bentley is $300 
less. Reason tor the Bentley marqu 
Many people who'd like to own a 
Rolls are 


bors would say if they bought one!) 


price 


afraid of what the neigh 


Some Myths Are Tested 
Phis 


cities 


toured all 
Rolls has a 


Caravan mayor 


where dealer and 


stopped over for several days to give 


And to de 


myths or confirm 


people a chance to look. 
molish old Rolls’ 
some Rolls’ legends. Among them: 

All Rolls-Royce engines are sealed. 


Not so 


Or, you can balance a silver dollar 


on the head of a Rolls while running 
the motor. ‘True. 

had a heart attack 
insisted upon doing 
fifty-cent But 


tawn tor 


Lawder almost 
when one skeptic 
it with a worn 


stood 


piece. 
the coin as still as a 
the operation 

Or this often-heard comment: Rolls 


never disc lose s Its cars’ 
And this one 


Re ently, a 


horsepowet 
is true 
titled 
man determined to get the drop on 
Rolls. On_ his hallmarked 
stationery he wrote the company and 
asked What 


my new Silver 


too, 


english gentle 
heaviest, 


Is the horsepowe1 or 
Dawn? Wire imme 
diate ly 

back, by 
‘Adequate.”’ 
says Lawder, 


He got an answe! wire 


and Im one word 


‘Actually,” 


“you can 


after hour in 
at 80 or 9O 


ruise hour after hour 


i Rolls 


VU“ itho it the 


on low-test gas 


slightest engine protest 
what the 
And a Silver 
Dawn will top 100 mph with ease. 


What ould 


know ? indeed ? 


or overheating no matter 


temperature o itside. 


more anyone wish’ to 
What And all this 
on six cylinders. Detroit: Please opy. 
it sends 
Rolls-trained 
New York to 
s setup. lf he passes 
facilities then, other 
requirements being met, he is 
When the Dallas 
Rolls 
from England to get 
| 


operations off to a high-toned 


Before Rolls signs a deale: 
sritish 
berths in 


one ot he six 
mechanics it 
see the prospect 


muster on service 


granted a contract. 


agency opened last year top 
brass Came ove 


Start. 


Service Plus 


‘They are 
Rolls’ Ameri 


If a dealer’s mechani 


Zack to these mechanics: 
the trouble-shooters of 
can operations. 

and dealers send their own me 
chanics to school to these six experts 
service nut he can’t 
crack he sends up an SOS. One of 
the six experts is immediately flown 
to the ‘Thereahe works out 
the trouble, with the dealer’s staff of 
‘Then 


up and impeccable, the expert per 


runs into a 


dealer ° 


mechanics observing. cleaned 
sonally delivers the Rolls to its owne1 
and invites him for a test run. 
When the who has been 
quietly sweating blood at the thought 
of the price for all this, finally gets 
up courage to ask for the bill, the 
tells him none. ‘This 
iS personal service to the Rolls dealer 
and ownet 


owner, 


expert there is 
It wows the owner. He 
tells evervone who'll And it 
sells Rolls—which is what it is 


designed to do. 


listen. 


What colors are the Texans order 
their Rolles ? 
“Surprisingly conservative 
Lawder. 
ask if we 
white. 
‘Texas is hot and white reflects heat.” 
( Yddly 


successful of the 


ing for new 
SAVS 
“Though many of them do 

don’t make the Rolls in 
Probably,” he adds, “‘because 
one of the 


enough, more 


new dealers is 
Ieasteners like to 
invented culture and it 
take another 10 light 
years to reach the middle West. But 
they ll their opinions 
if Rolls-Royce is the criterion. 

Today Rolls has four 
in this country: J. 5 
New York; Peter 
Pasadena, Calif. 
Distributors, Lt 

to take care 
Motors Corp., 
Houston 
“cow-poke”’ 


one in Indianapolis. 
feel that they 
will probably 
have to revise 
distributors 
Inskip, Inc., 
Sartori Co., Ltd., 
British Motor Car 
San Francisco and 
ot ‘| eXas ()verseas 
Fort Worth, which 
Dallas think of as a 
town. 


and 


{continued on page 84) 
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On close inspection, however, they’re nothing more than fictions: 
artificial combinations of adjacent cities each of which has its own 
newspaper loyalties. ® For any such “market” no single newspaper 
buy can provide total coverage. The result is partial penetration, at 


best. ® Not so in Erie. Because here, in Pennsylvania’s 3rd city, the 
circulation of The Times & News (over 90,000 daily) covers the 
whole market, not just part of it. @ The combination is ideal: a 


bona fide market, ranking high among the leaders in its state, and a 


The Erie Times: creninc 


The Erie NEWS | inornin 


The Erie Times-News sinc: 


For the latest market and media dat 
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call The Kat 


medium that delivers it. @ That's 
why Erie is the only logical 3rd 
market buy in Pennsylvania. 


a. 
— 


When you think Pennsylvania, 
think Philadelphia, Pittsburgh 
and Erie. 


Agency, Ine 


[7 
A) 


Inher War 2 wha ype, / Oigge bats Cartulillon 


WHAT’S UP? And up...and up...and up? 


/87 Mew abluerTiaers hint fou 
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The Saturday Evening 


POST [a 


ocean 
= 


leaps and bounds 
to more than(5, 450 000!) 


Spectacular is not a word that we bandy 


° : rng ° 
ence working sideways—neighbor to neigh- 


a . . 
about. But how vy else would you describe——tor, worker to worker, friend to friend. 


—— Boon 
the rapid (Fanaway risejin Post circulation 


this year? (See chart.) 


With the October 5 issue, The Saturday 
Evening Post raised its circulation rate 
base to 5,200,000. And even before the 
new rate base, the September issues aver- 
aged over 5,450,000! Currently the Post 


is delivering an average bonus of over 4 


(quater of a million ‘on copies fT his spe ctacu- 


ir growth has been achieved by increased 
reader interest, and reader interest alone. 
Those figures mean far more than 
copies, far more than readers. They repre- 
sent POST-INFLUENTIALS — the 8 out of 
every 10 Post readers who recommend 
or talk about things they read in the Post! 
As a result, this circulation gain is a 


decisive increase in mass influence. Influ- 


The Saturday Evening 


POST 


al the ty hug Othe Tx (ger! 
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Sell the POST #7 | 
-they tell the 1S Tit saeait alll” 


And the Post reaches the Influentials at 
every income level. 

It all adds up to the biggest plus in 
advertising today. Are you making the 


most of it? 


| 9.900.000 THIS...1S POST PERFORMANCE! 


0,009 
(THIS YEAR!) 40 


| Publishers bL 
5,400,000 + estimate Ww 

| Sept 195) 

| 

| 

| 


sues 


5,300,000 + averaged 


Publisher 5 ove 
5 450 000 


estate 
5,200,000 +— third As 
quarter tate base 


| 
j 

1957 
| 5 300.000 


5, 100,000 + 
5,000,000 + 


4,900 000 + 


former | 
; 


| 
| 4,600 000 


bie 


FLUENTIALS 


ONE BILLION 
ONE HUNDRED 
SIXTY-NINE 
MILLION 


NYY 
HITCH your SalesWagon 


to AKRON-AREA * 
with gust ONE medium 


"BIGGEST ONE-NEWSPAPER CITY IN THE U.S.A. 


There's more than tires rolling out of Akron, the world’s 

trucking capital. Chrysler, G.M. Euclid Div'n., Firestone, Goodrich, 
Goodyear, General, Seiberling, Mohawk are among the big 

names here in Ohio's most concentrated area of great industrial 
names. Diamond Match and Quaker Oats, the world’s largest 

fishing tackle factory and one of the largest producers of children’s 
books and of rubber toys are here, too. 


THE BOOM IS ON IN AKRON 

" Be sure YOU get your share! 
*A $1,169,000,000 Market with 
COMPLETE Coverage Daily and 
Sunday with ONE Complete 
Newspaper 


Send for Your Copy 


TEN TOP BRANDS IN AKRON SURVEY 
A brand new Personal-Interview Survey 
by Dan E. Clark IL & Associates, Inc. 
reporting the 10 Top Brands in the 
home and on retailer's shelves, family 


Panama 


and market statistics. It's yours — free. 


AKRON BEACON JOURNAL 


Ohio's Most Complete Newspaper 
STORY, BROOKS & FINLEY, Representatives 
JOHN 8. KNIGHT , Publisher 


You might expect Governor Har 
riman of New York to own a new 
Rolls whi h he does. He’s a mil 
lionaire with inherited wealth. You 
would expect, too, for the president 
of an important stock brokerage firm 
to own a Rolls. But Rolls executives 
contend that their car need no longet 
be the transportation of the wealthy 

not in the U.S., anyway. Rolls 
believes that any man in the $50,000 
a-vear class (before taxes) can aftord 
a Rolls. 

Rolls has never felt the need to do 
extensive advertising. And even with 
the current situation it is advertising 
sparingly. This year it used Town 
and Country and The New Yorker. 
And it has appeared in newspapers in 
11 cities east of the Mississippi and 
six in Texas. 

In September the company got an 
enormous publicity though Rolls 
frowns on the word break when 
Neiman - Marcus, Dallas, probably 
the nation’s m@st exclusive store did 
a tie-in advertising campaign in ‘lexas 
newspapers on}fits 50th anniversary 
and the 50th dnniversary of the sale 
of the first Rolls in ‘Texas 


More Than Cars 


General Motors would scoff at any 
American auto manufacturer that 
sold 300 ($4 million worth) cars in 
this country in a year. (No Ameri 
can manufacturer could, of course 
stay in business on such terms.) But 
two things mitigate scorn: Rolls 
sales are worldwide and cars are only 
one phase of the company s opera 
tions. It is one of the largest manu 
facturers of aircraft engines in the 
world (Capitol’s Viscounts are by 
Rolls). ‘The first jet plane ever flown 
was powered by Rolls. 

All over the globe people know 
Rolls by its slogan: ‘“The World’s 
Best Car.” 

All over the world vintage Rollses 
still piling up mileage, are seemingly 
indestructible. 

After all, in its 50-odd year history 
Rolls has had only SIX model changes. 

When Arthur (Red) \ortley, 
president of Parade, was in England 
he was being driven around the coun 
tryside by a British triend in an an 
cient Rolls. 

“What year is this car?” asked 
Notley. 

“1926,” replied his friend, with 
great pride, 

Motley was thunderstruck. 

“Why man,” he burst out, “in 
America a man oft your position 
wouldn't be caught dead in a 1956 
Cadillac!’ 

Motley says his friend merely 
smiled. The End 
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WHICH ONE’S THE MISSILE? 


The answer is neither. But, the industry commonly refers to Lockheed’s F-104 
and Republic Aviation’s F-105 as “manned missiles”. For both high - performance 
aircraft and missiles are highly complex weapon systems... products of “Systems 
Engineering”. Both the F-104 and F'-105, like their missile counterparts, are... 


designed engineered— built... by AVIATION'S TECHNICAL MANAGEMENT 


WHAT IS SYSTEMS ENGINEERING? 


WHO 1S TECHNICAL MANAGEMENT? 


\/ 


_ | Tal | 4a aircraft SYSTEMS ENGINEERING magazine 
an Aviation Age ‘ 


missile AVIATION'S TECHNICAL MANAGEMENT 


Rushing the Rushes to Hollywood 


via Air EXpress with extra-fast door-to-door delivery! 


From real-life location in a ghost town or coastal 
fe a produ peeds his exposed film to Holly- 
| for processing every day. Are the “rushes” ready 
e exhibited? Or are expensive re-takes to be made? 

it must be known without loss of time 
wr precious film. Result top producers give four-star 
iting to Air EXpre 


air shipping service 


) 


, the only complete door-to-door 
to thousands of cities and towns! 


If saving time means saving important money in your 
s too, then Air EXpress is also your answer. For 

Ii Xpre expedites your shipping operations — 

'y. It gives you speed in the air, speed door-to-door, 

lus a signed receipt at both ends. It gives you overnight 
delivery, with 10,212 daily flights on America’s sched- 
uled airlines, 13,500 trucks (many radio controlled), a 


nationwide private wire system, a personnel of 42,000. 
Yet Air EXpress is inexpensive; for instance, a 15 
lb. shipment from Reno to Hollywood costs only $3.71 
with Air EXpress — $1.94 less than any other complete 
air shipping method. Explore all the facts. Call Air 


AUR BXPRUESS 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


CALL AIR EXPRESS... division of RAILWAY EXPRESS AGENCY 


THE HUMAN SIDE 


BY HARRY WOODWARD 


Sales Built This New Plant! 


What does the 


sh company do—one who wants t 


p 
Dring a group ot his far-flung repre 
tatives into the home ofhce ? What 

} not 


10 wher the | 


ii Co) 
toot the bill to 
‘ls. food. entert 


mpa } 


one ompan 


but with a nev 
Binding has 


And it wanted 


} 


repre entart 


WoO k ng ! 


Contest In Form of Game 
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~ 


Hts2tof. 


in fast-service 
eating places, 
twice-the-turnover 
per seat means.. 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 
Drive-ins 
Drug Stores 
Fountains 
industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 


Main Highways 
in Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 


for an advertising schedule 


FAST 
FOOD 


the magazine serving counter 
and tountain restaurants 


386 FOURTH AVE. 
NEW YORK 16, N. Y. _..: 


’ 


- 
- 


lr you heard conflicting 
accounts of the same 
incident on different 
stations, which station 
would you believe ? 


By a vote of almost 
3-to-l, listeners chose 
the CBS-Owned Radio 
Station over the leading 
Independent station: 


a. is only one question from an exhaus- 


tive study which sheds new, research-docu 
mented light on radio’s most elusive question 
are listeners worth more when tuned to one sta 


tion than to another? 


For years perceptive time-buyers have known 
there was more to evaluating stations than slide 
rule measurements. They know that rating serv 
ices alone can't predict which station is most 
likely to deliver more customers tor a client. In 
the absence of qualitative data, advertisers have 
had to rely on subjective judgments when ap 


praising Stations. 


But appraisal by intuition is not enough. ‘lo 
give concrete support to the subjective judg 
ments, the CBS-Owned Radio Stations commis 
sioned Motivation Analysis, Inc. to study the 
attitudes of listeners to the C-O and the leading 
Independent stations. 

In depth interviews 1200 listeners* were asked 
dozens of questions. They spent 1500 hours an 
swering the questions and then giving reasons 
for the answers, insuring a complete, uninhib 
ited response. Some of the questions were subtle 
and indirect; others, forthright and provocative. 
Here are a few of them: “When you first turn 
on your radio, for what reason do you put it on? 
... What types of programs do you like the most? 
...Which of the following descriptive terms 
(big-small, authoritative-not authoritative, etc.) 
would you use to describe the stations you listen 
to?’...and “What is your idea of a big radio 
slation? 

Having compiled data on attentiveness, au- 
thority and respect —having assembled a com 
plete picture of the listeners’ sentiments, the 


interviewers then asked the decisive question 
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“Which one station has the most 


believable commercials ?” 


After 100,000 tabulations, these three basic dil 


ferences were tound betwee n audiences 


1. Listeners pay more attention to 


C-O stations than to the leading 


Independents. 


2. Listeners regard the C-O’s 
more favorably than the Inde- 


pendents. 


3. Listeners believe the C-O sta- 
tions more than the leading Inde- 
pendents...both their programs 
and their advertising. 


[his is a time when, more and more, advet 
tising budgets are being asked to deliver cus 
tomers, not just listeners. Phis study will help 
you select with greater assurance the right sta 
tion. It 1s available for your inspection at your 
nearest CBS-Owned Radio Station or CBS Radio 


Spot Sales Office. 


"Krom a recent 


New York, Los An 


ere there ts a CBS- Owner 


vas diided 
CBS Ouned 
Independent 
stations. Fan 


of their time ist 


WEEI, Boston: WBBM, Chicage 
KNX, Los Angeles 

WCBS, New York; KMOX, St. Louis 
ACRS, San Francisco 


CBS-OWNED RADIO STATIONS 


A Building to Sell in! 


That's how Kimberly-Clark executives regard the com- 
pany's 200-seat Sales Promotion Center in Nennah, Wis. 
It's outfitted to do a first-class job for meeting, and even 
feeding, the 6,000 customers and others who visit annually. 


CENTER lounge is a pleasant olace to 
inch a sale. Inviting, isn’t it 


ears, Kimber alles ng Mm) nd kitchen A one-story cement block warehouse 

had omething « problen Was spotted outside town, and selected 
because of its sweeping pillar-free 

Noor space. Says Robert I loyd, full 

nd connecting time (14 hours a day) manager of the 
| 


actically nil. Ii Sales Promotion Center: “If we'd 


towns the 


realized that known what the cost was to be, we 
‘ done not only r it would never have done it. We esti 


tor the commu ited that it would cost us $25,000 
to put the building in shape. We 
nded up spending $125,000 because 
we insisted that it be a ‘dynamic show 


ece. 
Ihe building is a function of 
the advertising and promotion depart 
ment, which calls it the company’s 
best foot forward. Customers come 
here for their initial view of Kim 
berly-Clark, and each year it is be 

Ing more and more valuable. The 
top executives feel that this is the best 
irrangement possible for selling t 
ompany and its products.” 

V isitors who have received Kin 
berly-Clark’s annual report know that 


hie ompany 5s consolidated sales by 


SALES PROMOTION CENTER “1957 


2. eh 


NOW THAT WAS A HECTIC MONTH! Chart listing 1957 
schedule shows Robert Lioyd, Center Manager, why he 
worked so hard. About 250 events are held at Center yearly. 


DRAMATIC presentation of products lines wall of audi 
torium Medallions in center indicate K-C’s marketing 


fields, which include construction, packaging, printing 
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KIMBERLY - Cag 


‘ SALES PROMOTION Comte 
a 


THROUGH THESE DOORS pass thousands of customers, WHERE'D EVERYONE GO? Things aren't always this 
distributors and salesmen who visit K-C’s Wisconsin head quiet in Center auditorium which seats 200, has stage 
quarters to study firm’s products. Center opened in 1951. facilities at rear, can be converted into dining room 


\pril 1957 were almost $311 dollars, handles many details of the meeting 
ind they expect to see something nice. programs. He works with speaker isitors they expect 
All salesmen are brought in once (main speakers come from the execu Center during the 
meeting. District sales tive staff of Kimberly-Clark) and Ralph Brabbec 
inagers y in important customers even coaches them. He is a forme iles promotion Manag 
tor three leasant days in Neenah protessor ol! dramatics ; rie t dustrial and opeci ilty 
ising the company’s three DC4’s. By Lawrence College in Appleton who looks as if he had 
the end of 1957, the estimate was that special assistant designs props, ¢ Neenah from Madison 
there would have been 350 ' group te artl ind sign companies, and the Center has come 


lays ol business” i - Center, engages actors for skits. lhe mail ole in the activiti 


| 


with 6,000 people going through the nance man keeps the building 1 nent, whose products incl 


' 

building (and eating 20,000 meals). chinery running. Then there are | | ind writing papers, Sanek 

‘The community itself is sold on ooks and head waitresses ity products, Marval 
the Sales Promotion Center, tor Kin The Cente operates on a $200,000 drawer coverings kK 
berly-Clark offers it for meetings of innual budget, which is broken dow packaging, J exoprint plastic 
church groups, P' 1A conferences, etc. as follows paper, among many 
What's more, the Center provides $20,000 tor food and beverage The Sales Promotion Cente 
full- and part-time employment tol SS0-LO00.000 tor custome: made the job of elling ( pro 
ip to 30) cooks and waitresses and two school etc. ¢ onsiderably easies i ibbe« 


| 


bartenders. $40,000 tor general service; enables Kimberly-Clark 
nd personnel to meet with p 


Manager Lloyd has six full-time 10,000 tor decor and settings 
employes on his staff. “The reception $50,000 for salaries, permanent and nd customers on a personal ba 
makes out programs tor visitors temporary help. | problen de cloy poli r 
Keeps track of , big b idget han How does the Center staff know n g ral provi 
dles hotel and ti msportation reserva ist how man people thes 1] be ne ! tT ou organiz 


? 


} 
tions, etc. The production manage! ling? Sales managers of all d f rol The End 


WHATEVER IT IS, it must be pretty interesting to these AND THEN WE MADE W. B. Meyer (I.), sales man 
K-C sales executives. For small meetings like this one, ager, printing and writing paper, shows off before (\.-r 
large conference table is set up in middle of auditorium. E. M. Smith, M. Satenstein and C. Hillier at sales meeting 
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MOTOR AGE is selling selected, controlled, guaranteed market coverage 


not numerical circulation — and no automotive magazine has ever tried 


it before. 


Through exhaustive scientific market analysis we found that 38% of the 


automotive service outlets do 94% of the work. 
We then found out specifically which shops are included in that 38%. 
Ail those shops, and only those shops, will receive the new MOTOR AGE. 


This gives you, at minimum cost, 940 coverage of the total national 
service market, of which—allowing a broad margin for error and market 


fluctuation — we guarantee 80% coverage. 
D 


That's never been done before. It provides you with guaranteed adver- 


tising coverage of the automotive service market never available before. 


-MOTOR AGE 


e 


Gz 
_ 


WHAT'S YOUR DECISION?... 


SALE CANS PER SALE...6 CANS PER SALE 


ile several impulsive seconds and one 


wiit motion to complete 
tore. When she reach 


your product 
Will she come up with 1 can, 3 or 6? 


| YOU who make that d 


et in CAN BAND 


ecision for her at the point of sale. When your product goes 


, Container Corporation of America’s multipack merchan- 
ell more unit ale after sale because CAN BANDS are so easy to see 


3 pick 


hack a home 


r product been selling 1 can at a time in the store 


ou make now? Write us 


’ Wouldn't you like 3 or 6 sales 


today for complete multiple packaging information. 


CONTAINER CORPORATION OF AMERICA 


itv 
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In Defense of Flip Charts 


Competently designed and skillfully used, flip charts are 
effective tools for saving time, presenting an organized 
sales story, improving the speed and clarity of communi- 
cation. So argues this witness, in reply to a recent article. 


By JEAN DE JEN 


President, Oravisual Company, Inc. 


With one savage swoop ol the en all salesmen are gifted oral deline 1 t better 
| I e 


ind quicker 
oO depend olely on 
sentenced the fl hart to the in his right mind would send his army sixty-minute oral 
can. They di in the Sept. forth without ammunition in the 1 be condensed t 


e€ oT 


rginia and Percy Black condemned tors. Even so, what sales manage 


( 


this magazine in an article torm ot sainples pictures, graphs, ad mil with the 
“Why Flip Charts Flop.” [p. reprints and other indispensable sell lesigned visual Major 
We're not told who the au ing tools to aid them in thei selling ic! Chic of USAI Presen 
are or with what authority they efforts? Unfortunately, there is a ion, has demonstrated how page 
scarcity of articulate salesmen who f statistical data, when 
Iditors’ footnote explains that can present their message unaided » chart, can be 
two authors received ‘‘construc in “clear-cut ideas.” ‘Therefore, the it a glance 
criticism from three Dow Chem sales manager has little alternative 
» men. But since Dow is a but to augment his salesmen’s effort Call Backs Avoided 
ind enthusiastic use visual with visuals. 
ds, we are doubly m -d by this In their understandable desire to Virginia and Per 
collaboration. get a story told accurately and com ig point of the fact 
[he evidence presented against the pletely, sales managers will now and ire often resented by 
flip chart, a wonderful and often in then inject visual aids where non agent. ‘They go on 
dispensable sales tool eems to be should be used. Or they may rely on prefers to have the 
ised on superti ial knowledge of the one of their assistants to do the pro some literature which 
visual communication. But the luction job instead of assigning it to ind then give the 
nket condemnation may also have experts in the art of visual communi aCUOn On a 
resulted from witnessing a few hor cation. But such misuse does not 
rible examples. negate the many advantages of ap 5 ‘i I y own 
Now, it tru n some bloody pealing to the eye as well as the ear a} is taught get the 
mes are committed with flip charts Ihe spoken word alone, ; * ind there 
peopl 
+] 


> who know little transient thing ,etu cannot alw 
ve art of visualiza y i Kpe c al 


i manu i Trhinnin I 


Not by Words Alone ; t's tal 


hort sen take inother look 


, ng agent In the 

ott a Flip charts, a threadbare misnome ; 1 | It 

; na “it ( K i¢ na 

desk type presentation easels, are on oe = 


man. Howe 
cd in a great variety of 7A 


Beautiful Thought styles, Many of thei 
Hip or flop. ‘Their popularity is du biel 

B if should we ce! re and slander to the fact that they can be highl > made Ne re 
It get ) 


m horizon the big 


+ ' il 
1 pl yud method o ommunication efiective, are con pact, easy to Carr 


simply because it on occasion, ill easy to use—and often indispensable pees 
| 


iperinter den 

used Dy people without experience For instance, many produ ts and sery | 
, cutl j often ou 

imagination or creative t ilent? ‘Then ices Cannot be adequately portr vyed in \ ‘ \ 
wher i does Nn 
what is the alternative? Our mysteri words alone. Pictures, graphic chart ‘ 


to present hy tor toa bu 


rh 


| ‘ ’ , | no men, should he 
salesman snouls ] iudience iwa\ drawings of l icate I wit" 
naked I nding o1 
barehanded, relying solely on the s, colors, textures 1 thou ' 1m Oo 
, i tree-wheeling 


During the 


rience 


is authors have $s answer: Lhe of comparative costs and savings, cut 


things make the 
e in getting the 


mportant 


idditiona 


in continuity ; 


explain ompl 
ly and quickly; 


You Cahh HOW have 
an entire 


Reference 
Library 


Ol} the 


Ccreater Cleveland 


RETAIL PURCHASING 
BY ECONOMIC LEVELS 


of Greater Cleveland 


® 


a 18 te. 


1956 NEW CAR SALES 
in Greater Cleveland 
by Census Tracts 


and Economic Levels 


Yours without charge. 


reamer & VW lward 


being redundant 
ome obie tions 

color 
a grand climax 
orde! 
all this 
tics in salesmanship. Call 
it slick or syntheti 


method high 


depending on 
I call it efficient 
resultful and 
I know, thousands of mod 


gurl personal pec es 
remarkably 
With th 


sensible 


t of selling will agree. 
a good product or service that 


beneht a prospect, no salesman 


i 


_i6 sm 


Market 


WHO BUYS 
STATION WAGONS 


(78% bought by 4 the families) 


WHERE TO LOOK for 
NEW CAR SALES 

in Greater Cleveland 
Purchases per 100 Families 
by Census Tracts 


Write, wire or phone 


rk icago, Detroit, Atlanta, 


The Cleveland Plain Dealer 


in Franc ind Los ngeles. Member 


y Comics and Magazine Network 


need apologize for his enthusiasm, for 
pulling every stop on the organ, for 
telling a hard-hitting story by using 
every tool that will aid him in getting 
the names on the dotted line. 

‘Flip charts” as proven selling tools 
are not being overworked. In fact 
they are not being used half so much 
as they should be. There are thou 
sands of buyers who have never seen 
a flip-chart presentation. People like 
to be sold—but good. ‘They admire 
an enthusiastic sales talk that is clear 
interesting, informative and to the 
point. And, finally, the object of flip 
charts is not merely “‘to leave a strong 
and unforgettable impression’’—but 
to get the order. Should this be con 
sidered heresy—then I stand accused. 

Ford, in introducing its new Edsel, 
is setting some sort of record for 
utilizing every selling tool in the book. 
It is even using a modernized version 
of the old stereoscope to win pros 
pects over to its new car. This re 
minds me of the time we equipped 
an army of some seven -thousand 
house-to-house specialty salesmen with 
a slide-film projector and a couple 
of rolls of film. ‘They projected the 
pictures on a living or dining room 
wall, depending on which had the 
least flowery wallpaper. Each frame 
in the film had its caption which the 
salesman read out loud. It was, in 
effect, just another version of the 
flip chart. Most of these salesmen 
were non-professionals, but they sold 
merchandise. ‘They also contributed 
to the development of a tremendous 
new industry. 


Twenty Years’ Experience 


For two decades it was my good 
fortune to be associated with a giant 
corporation which enabled me to test 
and use, on a nation-wide scale, every 
visual aid known to man. Sound mo 
tion pictures and slide films, charts, 
skits, spectaculars, samples and de 
vices of every description were put 
to unlimited use at both wholesale 
and retail levels. It is because of 
these and other practical experiences 
that I dare speak so boldly about 

sual communication techniques. 

If you are selling staples, a desk 
presentation easel (flip chart) might 
be as out of place as a keg of beer 
at a church social. But if you are 
selling a high bracket specialty prod 
uct or service requiring an educa 
tional type of selling job, it would 
be foolhardy to attempt it bare 
handed. If it is important that every 
sales feature be covered in concise 
detail, with every argument fully 
documented, then flip charts can be 
as indispensable as the salesman hin 
self. The End 
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When You 
Think About 


SYRACUSE MARKET 


Think 
About 
All of it! 


Think of America’s best fest city—plus a score of sizable, prosperous 
cities like Auburn, Cortland, Ithaca, Oneida and Oswego. Think of 
15 counties embracing one-third of the tofal area of New York State 
—with a population just short of 1,400,000 and buying power of 
$2 billion annually! 


There's a single, efficient way to sell all this truly great market. The 
Syracuse newspapers deliver 100% saturation coverage of metro- 
politan Syracuse and effective circulation in the 14 surrounding 
counties. No other combination of media in this market will do a 
comparable job at a comparable cost. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by America's No. 1 
MOLONEY, REGAN & SCHMITT Test Market 


q the SYRACUS NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 235,506 Sunday Herald-American 219,007 Sunday Post-Standard (05,869 
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ARCHITECTURAL HINA ARCHITECTURAL [MMH PROGRESSIVE 
RECORD i = FORUM «=—s MIN ARCHITECTURE 


For eleven straight years more building product manufacturers and their 
advertising agencies have placed more advertising pages in Architectural 
Record than in any other architectural magazine. 


Now—for 1958—Architectural Record offers advertisers the strongest ad- 
vertising values in its history including... 


@ the largest architect and engineer circulation ever made available to 


advertisers—AT THE LOWEST COST PER PAGE PER 1,000 IN THE 
FIELD 


@ preferred architect and engineer readership demonstrated in 33 ovt of 
36 studies SPONSORED BY BUILDING PRODUCT MANUFACTURERS 
AND ADVERTISING AGENCIES IN THE PAST TWO YEARS 


@ verifiable coverage of 92% of all architect-planned nonresidential 
building and 77%, of all architect-planned residential building DOCU- 
MENTED BY DODGE REPORTS 


Again in 1958... advertising will work harder for you in the “workbook of 
the active architect and engineer” 


all ARCHITECTURAL RECORD 


pubvceton 


119 West 40th Street, New York 18, New York 
OXford 5-3000 
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there’s got to be 
a best way 
to tell your 


product story 


DO YOU KNOW WHAT IT is? 


a 
L nN OL S You’ve probably preached “user benefits” to 


your sales force until you could make a good 
case for this basic sales approach in your sleep. 


You've probably heard or assumed that this 
same principle applies to advertising. 


Well, it does. 


But with this difference. When your salesman 
calls on a prospect he is able to select any 
element of your product story as a starter; to 
select the most suitable of his many sales points 
as he feels his way through the interview. 


Your ads, of course, cannot “feel their way” and 
adjust to readers’ reactions. That’s why it’s so 
important to find out, in advance, the one best 
way to tell your product story — the way that has 
the greatest appeal to most of your prospects in 
each of your markets. 


Today there is a way to sharpen the common 
denominators of your best sales story as 
it applies to each of the different fields you 
sell. It is a highly specialized type of personal : 
sales investigation which we have developed 
over a period of many years. 


We call it “Ditch-Digging” research. It digs 
underneath the reasons your prospects give for 
not buying. Its approach is unbiased; we get 
your potential customers to talk about things 
they normally wouldn’t tell your salesmen. It 
helps you crystallize the conditions to be met 
in each field; reduces the guesswork that ham- 
pers advertising effectiveness; leads inevitably 
to the best way to tell your product story. 


THE SCHUYLER HOPPER COMPANY | advertising 


i2 East 4ist Street, New York 17, N. Y. 
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Tools for Selling: 


i 
i 
! 
; 
; 
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When the detail man is sweating 
it out in the doctor's waiting room, 
the tension is often maddening. If the 
man is detailing a pediatrician, for 
both the doctor and the 
surrounded by bawling 


example 
salesman are 
babes and clucking mothers. 

Once face to face with the doctor, 

‘ the detail man (an ethical pharmaceu- 
tical salesman) may have only a hur- 

ried five minutes in which to make 

a complete presentation of a new 

product which his company has spent 

three 


millions to develop. “Even 


minutes isn’t too bad,” relates Sidney 
Jackson, assistant sal 
CIBA Pharmaceutical 

Summit, N. J. 


+00 new products in 


promotion 
manager 
Products, Inc., 

“With over 


troduced by the industry each year, 


and only a few minutes on each call to 


sell them,” says Jackson, “detail men 


must try to get doctors to stop think- 
ing of the patients o itside and think 
about the product. ‘To do th detail 


men re'y heavily on visual aids, or 


sales tools, which will keep the do 


’ ” 
tor’s mind and eye on the story. 
“Although selling to the 


cist presents a difterent problem than 


pharma 


selling to the physician 
William Monday promotion man 
ager, Hoffmann-La Roche, In Nut 


ley, N.] the same visual aids shown 


to do tors are used. 


1™ ts ¢ 
poin jut 
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Doctor's Orders: 


Visuals play a big part in selling when you have only three 
to five minutes with the prospect. Ethical pharmaceutical 
salesmen [detail men] sell to doctors, and other customers, 
with sales aids that are “just what the doctor ordered." 


Says Jackson: “An important con 
sideration in visual aids is training 
the men to use them and selling them 
on their value. ‘This is done constantly 
by our sales promotion and sales train 


ing stafis. We also stress the need 


Put > 
. 


THE OLD RELIABLE: You can’t do 
without it. After the prospect listens 
to the sales presentation, he wants to 
know, “What's in it for me?” Sidney 
Jackson, of CIBA, displays a profit 
promotion book for Nupercainal oint 
ment, a CIBA treatment for sunburn 


“Sell Me in a Hurry!" 


UOT}O9G UOTYOMWOIg seTes 


lor practicing the visual aid before 
using it. We have found that intern 


are good 


ubject for th purpose 


The zeal with which pharmaceuti 
| 


cal houses equip their men with ual 
aids is understandable The industry 
hews to the medical ethi ban on 
consume! advertising to promote 


product No ore cy 


pects in titutional idvertisit 


drug 


" 


ethical 


more than create a favorable climate 
in which to seek ale o the kill 
with which detail men use the 
uals is a big lactor in securing iles 
for new product 

While man ot the iA ised 
by detail men are clever attention at 
tractol the ire not ] t gadget a 
cording to Mel Rubin, chairmar 
Shaller-Rubin Co., Inc New 


including ¢ IBA ind he 


ompanie 


ing Co } 

Rubin i We don't 1S¢ nere 
iftention getting radget We r re 
ative tool which ire lose] oO! 
nected with a particular prod nd 
its particular problems. [very kind of 

ial aid used by pharn weutical de 
tail men, who, by the wa ha i¢ 
gone extensive medical training an 
outgrowth of a specific pre len 

For a look at some of these tools fo 
elling, t nm the i 


PLAN 
NOW 


FOR 
958 


You get 
MORE EFFECTIVE 
EXHIBITS 
at LESS COST 


a complete, 


ering all 


construc 
listed in the 


of this column 


and put it in the mail 


GARDNER 


ft bl $ P L AY S 
Gardner Displays - 477 Melwood 5t. 
Pittsburgh 13, Pa. 
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Doctor's Orders: "Sell Me in a Hurry!" (continued) 


1. DESK-TOP FLANNEL BOARD: As Schering’s detail men give doctors their 
sales presentations, they pick the message strips off the back of this two-sided 
flannel-board, read them, then place them on the side facing the physician. 
Designed by Shaller-Rubin. 

2. COLOR: Different colors in five vials show mixtures of CIBA’s Serpasil liquid 
tranquilizer with other drugs. Sixth vial (at top) contrasts pure Serpasil. 


3. HUMOR: When the doctor pulls up the tab on the front of this package of 
CIBA’s Serpasil for children, the two-toothed howler becomes a smiling sweet 
heart. CIBA gives howler-sweetheart package only to doctors. 


+1, EXPLODED VIEW: This breakaway visual demonstrates the delayed dis 
solving action of Schering’s Repetab. After the demonstration, the visual is 
left with the physician for use as a paperweight 


5. COLD-FEET WARMER: Maybe a pair of stretch socks seems to stretch the 
imagination when it comes to selling a drug product. But CIBA thinks the socks 
are a good reminder of Priscoline: a drug which warms feet. Inside the socks 
are four sample packs. Produced by Shaller-Rubin. 


6. SELLING THE LINE: Three types of Hoffmann-La Roche's Vi-Penta drops for 
three age groups of children are displayed in this plastic sampler. 


?, NIGHTCAP: Inside that candy-striped container there’s a miniature nightcap. 


Attached to it is a sample of Medomin, a sleep inducer produced by Geigy 
Pharmaceuticals, Ardsley, N. Y. 
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IF YOU SELL CONSUMER GOODS 
IN ANY OF THESE MARKETS 


AKRON 


AKRON BEACON-JOURNAL 


DALLAS 


DALLAS MORNING NEWS 


HOUSTON 


HOUSTON POST 


LOS ANGELES 


LOS ANGELES HERALD EXPRESS 


MIAMI 


MIAMI HERALD 


PORTLAND 


PORTLAND (OREGON) 
OREGONIAN 


t 
we oy Of eee ee. TOLEDO 
evr’ . some 
pei 
TOLEDO BLADE 
READY NOW —COMBINED COMPARATIVE 
NATIONAL STUDY OF 80 PRODUCT Y0 lf N G STOWN 
CATEGORIES IN NINE MARKETS 
Also available, individual studies for each of the nine Vere rey vamnenrrem 
markets. Write or contact sponsor newspapers or 
national representatives: Cresmer & Woodward, Inc 
Kelly-Smith Co., Moloney, Regan & Schmitt, Inc., o1 


Story Brooks & Finley. Inc. WILMINGTON (DEL.) 
NEWS-JOURNAL 


YOU NEED 
THIS NEW STUDY 


' J 

TOP TEN BRANDS | oer. | 

i a comprehensive report to in i 

i clude the great Central Southeast 5 

Sponsor newspapers represented nationally by: Cresmer & Woodward, Inc., Kelly-Smitt area of Charlotte, North Carolina i 
Co,, Moloney, Regan & Schmitt, Inc., or Story Brooks & Finley, Inc ' CHARLOTTE OBSE RVER : 


Surveys made by personal interviews of probability samples by Dan E. Clark Il, and Associates 
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IDEAL GIFT 
FOR THE GARDENER ~~ 


SIZ Ask Your Dealer For q 
AIX Sargent’s “MATCHED SET” >i€ 


THE “MATCHED SET’ INCLUDES: 
PARROT-HEAD PRUNER 


Split anvil for safe, clean cuts 
safety catch-hook nose holds twig 
from slipping. Ideal for thorny 
cutting 


GRASS SHEAR 
Comfortable semi-floating cutting 
action with “Thumb Flip’ safety 
catch 


HEDGE AND SHRUB SHEAR 
with patented Double-spring ac 
tion bumper that absorbs shock 
and helps open blades for next 
cut. Hollow-ground steel blades 
are notched and serrated for 
heavy cutting 


RETAIL PRICE 110.80 


For Quantity Gift Quotations 
Write, Wire or Phone 
SARGENT & CO. HAND TOOL DIV., NEW HAVEN 9, CONN 


MULTIPLEX 
Presentation Panels 
communicate ideas 


meetings training classes, re 
flat jyoods, advertising pre 
Multiplex panels 

zes from 

r, wall, and table 

armiture colors The coupon 


ntormat 


ature Presentat Pane 


XTURE CO. 


th St ot. Louis || M J 


Mail Promotion 


By JANET GIBBS 


Sales Promotion and 
Direct Mail Counsel 


Letter Reproduction 


Many factors influence the selection of a letter-reproduction method : 
the importance of the message, quantity, speed of delivery, cost, 
quality and personalization required, etc. Your lettershop will advise 
you on each particular “job.”” Meanwhile, this basic information will 
explain some of the differences between the methods and their appl 


cation to your needs. 


INDIVIDUALLY TYPED LETTERS are generally used in corre 
spondence between businessmen or in sending the same letter to a 
relatively small group. Quantities are usually limited because of high 
costs. Hand sign these letters yourself if possible! Since personal mail 
receives personal attention, individually typed letters should bring 
in the highest percentage of replies. 


AUTOMATICALLY TYPED LETTERS ... if you're writing 50 
500 or 50,000 letters and your prospects can best be sold by a 
personal letter, use the automatically typed letter known in the trade 
is a Hoovenized letter. ‘The automatic typewriter used in this process 
somewhat like the old fashioned player piano. Your letter is “cut’’ 
on paper—the characters become perforated holes which automatically 
operate the keys of the machine. Name, address, date and salutation 
are filled in manually, then the operator starts the mechanism, the 
punched record or tape runs through the machine, automatically typing 
the body of the letter. At the end a stop perforation in the tape o1 
record stops the machine. 
\ stop perforation may also be placed at any point in the letter, pe: 
mitting the operator to manually type in a sentence or paragraph 


it the special interests of the reader. ‘This type of lett 


signed by hand 


MULTIGRAPHING is probably the most popular method of repr 
ducing letters. Your copy is set up from typewriter-face type 
ind printed through an inked ribbon. Paper is fed automatically o1 
by hand between the ribbon and platen. With proper control of 


pressure olor of ink, you get an impression which produces a 


facsimile of a typewritten letter. An attachment on the multigraph 
machine simultaneously prints a rubber signature cut (reproducing 


you! handwritten Signature in a different olor of ink tron that 


ed tor the message 


SALES MANAGEMENT 


\ carefully processed multigraphed letter will take a later fill-in 
of name, address, etc., and a good match job can be done on both the 
typewriter face (type) and color of ink. 

Consider using a one-line fill-in or a contrasting color ink to avoid 
the bad effect of a poor match job. Or use a challenging headline 


instead of personalization 


TRIPLE-HEAD MULTIGRAPHING § requires special equipment. 
Many lettershops can multigraph 10,000 or more letters in three 
colors of ink, plus a blue signature, in one printing operation. In 
some cases the letterhead can be printed at the same time, but 


there are production limitations. 


FACSIMILE HANDWRITING is reproduction of handwriting t 
simulate pen or pencil writing. It can be produced by either letter 
press or photo-offset, and is ideal for special memos, a handwritten 
postscript or a note in the margin Of a letter to emphasize a strong 
selling point. It can also be used to simulate a completely handwritten 
letter on personal stationery. This is an interesting method that offers 


change of pace. 


CAUTION: If a later fill-in is needed on a facsimile handwritten 


job the person who is to do the personalizing should also write the 


original copy used for reproduction, Match printing and writing inks! 


FLAT BED PROCESS is desirable for long runs, for reproduction 
through a ribbon—where exact evenness in tone value of the message 
is required. As in multigraphing, special typewriter type is used, but 
more time is taken in the make-ready to insure evenness of color and 
tone value. This process also shows punch marks on the back of the 
letters, adding to the “typed look’. It is usually somewhat more 


expensive than regular multigraphing 


MIMEOGRAPHING is perhaps the most widely known method 
of reproduction. You type, draw or rule lines on a stencil which 
is placed over a cylinder containing ink. Paper is then fed between a 
roller and the cylinder (containing ink), to reproduce your message 


‘This is an economical process where 25 to 5,000 copies are needed 


An electric typewriter is almost a “must” if you want sharp, clear 

repro copy. 

I his process r repros of price lists, instructional sheet 

bulletins o1 "Cl n sheets, news releases resume house organ 
ganization ice spe ial offerings ete Ii s used for le tters 


il effect of multigraphing is not needed 


“MULTILITH" & OFFSET LETTER REPRODUCTION: 

lith’’ is one of several offset duplica machines on the n 

I he word has become an accepted term used to describe reprodi 
image or photo-offset on small offset presses handling 

p to 10 x 14” 

Anything that 

plastic paper or metal plate 


alled direct image offset. 
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When the 
‘“Signs”’ are right. . 


You 
GET RESULTS! 


You don’t have to beat the bushes 
for business when your sales plans 
include signs by Texlite. They're 
working for you, around the clock 
. designed right to get maximum 
results..engineered right to give 
longer service at less maintenance 
cost 


For 10 signs or 10,000 ..in porcelain 
enamel, plastic or combinations of 
these two outdoor materials... four 
hundred sign craftsmen are at 
your service. And Texlite’s modern 
160,000 square foot plant is fully 
equipped to produce “silent sales 
men” you can depend on to react 
more people, at lower cost, than any 
others you can use! 


See how 
others have 
used signs 
by TEXLITE 
to gain sales 


objectives 


This 20-page 
booklet shows 101 sign yurit 
of the nation’ nost uc 


ales-minded compani 


fou free copy 
letterhead 


i Quality 


3309 MANOR WAY . DALLAS, TEXAS 


Other 


KEYS TO 


HUMAN RELATIONS 


IN SELLING 
A NEW COLOR SOUND-SLIDEFILM KIT BY 


“n 


x 


HEADQUARTERS FOR SALES TRAINING FILMS — 
‘epegt Pe 44 


This kit of five full-color 

films will help ony salesman 

and use good human relations 

tices that will unlock doors to more 
soles. It's flexible, up to date, and 
siteble for all lines of business.” 


THE FIVE BASIC K 


EMPATHY —how to create the 6 
phere favorable to closing | 
RECOGNITION-—how fom 
buyer like you and want 16 do 
ness with you, \ 
CONSIDERATION-—-how 10 
buyer to hear and consider 


tell him sl 


4660 RAVENSWOOD AVE. 
CHICAGO 40, ILL 


DARTNELL 


EXTRA INCOME 


{ i valuable 
clubs, ecord 
magazine financial and 
advi ory ervices and 
matl will 
privilege of 


ing’) your 


prospects, buy 
ontributor , Bub 
They can 
oupon 
but the 
accurate and 


LO,000 


how much your list 
Request Gold Mine” 
Tell t how many 
names you have how acquired 
ind how maintained, Our recom 
mendatior will be submitted by 


mail No obligz ion No one will 


Cail 


Lewis Kleid Company 


25 West 45 St., New York 36, N. Y 
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Greeting Cards Used as 
Self-Liquidating Premium 


I wenty-one all-occasion greeting 
cards and envelopes, with $1 retail 
value, are available as self-liquidating 
package from Josef Stein, Elmira 
Greeting Cards Co., Inc., Elmira, 
N. Y., for 50c. Price includes han 
dling, postage and mailing to your 


Write to Mr. Stein for 


free box of these cards. 


customer 


Maintaining Steady Contact 


“I’xternal” house organs are at an 
all-time peak in popularity i a 
means of maintaining friendly con 
tact with important people, includ 
ing stockholders. These monthly mag 
azines range trom elaborate, multi 
color works of art, like those mailed 
to doctors by some of the leading 
pharmaceutical manufacturers, to off 
et jobs with line illustrations. One 
of the simplest we've seen is sent out 
monthly on the back of a post card. 
It’s called “IMP,’ 
i sample copy by writing to Orville 
| Reed. 106 N. State treet, Howell 
Mich. 


and you Can hav ¢ 


Seasonal Decorations 


“Help improve your neighborhood 
by decorating your home for Christ 
mas.” ‘This theme will boost sales of 
Masonite Presdwood during a season 
when the demand for building prod 


\lasonite Corp. 


ucts 1s normally low 


has sent a special Christmas kit to close 


to 10,000 dealers in order to sell extra 
+x8 ft. sheets of its hardboard pro 
duct. Kit includes a full-size tem 
plate die-cut from heavy card stock, 
for tracing decorations, plus cut-out 
plans and an assortment of ad mats, 
displays and publicity releases for pro 
moting them on a local level. Ads in 
national magazines will also ofter free 
plans, and it is expected that over 
100,000 sheets of Presdwood will be 
sold as a result. 

The same technique of offering 
stencils has paid off handsomely for 


By LARRY SCHWARTZ 
President 
Wexton Advertising Agency 


Glass Wax. Transogram Co., the toy 
manufacturer, has gone one step 
further and developed a new product 
for decorating windows at Christmas- 
time. Sheets of acetate are painted in 
various colors according to a num- 
bered diagram. The handsome trans 
lucent designs are then afhxed to in 
dividual window panes, giving the ef 
fect of stained glass windows. 

With so much profitable activity 
around Christmas do-it- 
yourself decorations, it’s a wonder 
more manufacturers don’t apply this 
thinking to other holiday 
Should be a natural for St. Valen 
tine’s Day, Easter, Hallowe'en, 


centering 
seasons. 


‘Thanksgiving. 


Prop Service Nets Free Publicity 


Sometime ago we suggested that a 
lot of free publicity and advertising 
could be secured by offering your 
product to editors, photographers, TV 
producers for use as a prop in pub- 
licity shots, T'V settings, etc. William 
Ic. Becker, Sales Promotion Manage 
of Bartmann & Bixer, Inc., 339 Fifth 
Ave., New York 16, N.Y., manu 
facturer of Kenneth Curtains, acted 
on the suggestion and worked up an 
unusual rebus letter, offering a 24 
hour prop service in exchange for ‘a 
credit line in your ad o1 TV com 
mercial.’ Becker reports excellent re 
sults from his mailing, and will 
make a copy of his letter available to 
all who are interested. 


Tags and Labels Work Harder 
If They Have Re-Use Value 


Westinghouse found with its “‘tell- 
all” tags that appliances could be sold 
faster if the tag contained complete 
information on product features and 
benefits, instructions, etc. In many 
instances a good part of the sale can 
be accomplished while the customer is 
waiting for the salesclerk. 

Other manufacturers have found 
that prolonging the life of the tag 
can extend remembrance of the brand 
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oe. j 
UNITED 


YOUR EASIEST WAY TO “COMMUTE” 


United is first choice of businessmen who like to fly “over and back the same day.” 


United serves more states than any other airline. It’s the only 


linking the East, Midwest, all the Pacific ¢ 


one-airline service 


oast and Hawaii—connecting 80 citie 
in the nation’s greatest industrial areas. When you use United’s fast “commuter” 


ervice you can spend a full day up to 700 miles away, be back home that night 


Copr. 1957 United Air Line eee 114! 
z 
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Emblem guarantee 


lute satisfaction 


... to send 


Klow ers- By -Wi re 


as vour Christmas Gift 


One stop in on shop and all your Christmas shopping’s done! 
\ quick visi 
nny florist who displays this famous Mercury Emblem—that’s all 
it takes! You'll have perfect gilts of handsome plants or beautiful 


or even a phone call by you or your secretary to 


flowers for vour entire list of business associates and friends 
ve ul | Ti) blorist will secTvice your order quickly, eCconomne ally 


dep ndably. So. when you feel Christmas creeping 


up whether vou are sending floral gifts around the an ie O08 


Florist in the 


Yellow Pages 
~ 


Biorisis i graph Deivey 


orner of around the world remember your RTD 


Florist. Delivery is guaranteed 


name and stimulate repeat purchases 
of the product as well as purchases of 
other items in the line. To increase 
the value of a tag you can: 


@ use the back of it for a puzzle 


or game; 


® leave space on the label of a 
child’s garment to write in the child’s 
name ; 


© tell an interesting story about 
the history of the product, or about 
the company ; 


® make it serve also as an appoint 
ment book; 


® include a premium coupon or a 
business reply card; 


@ give fashion or decorator hints, 
including accessory suggestions ; 


@ illustrate other items in your line. 


For an interesting booklet of ideas 
on re-use labels, write to Normandie 
Press, 350 West,4th St., New York 
i. hy. S. 


Why Not Traveling 


Itinerant displays are the unusually 
expensive or elaborate displays which 
are booked for a week or more in a 
large retail outlet or high-traffic lo- 
cation and then sent on to another 
spot. They vary from component dis- 
plays, like the hundreds of parts of 
the tiny Minox camera mounted on 
a large board, to dioramas, cut-away 
models of products, replicas of crown 
jewels and educational displays show 
ing the various steps in the manufac- 
ture of a product. 

Acting on this theory of wide cov- 
erage with a limited number of dis 
plays, one outdoor advertising com 
pany has devised a rotary plan which 
is applicable to painted bulletins and 
posters. ‘The method takes maximum 
advantage of the travel habits and 
trafhe pattern of residents in a 
market, as determined by scientific 
studies. A limited number of displays 
are located at primary points for a 
number of weeks, and are then moved 
to a new group of locations. The pro 
ess Is repeated until the cumulative 
ettect approa hes that of a standard 

tensive display. 

For a dial chart showing how this 
plan works in key Eastern market 

write to John Donnelly & Sons 
| ole ton Square, Joston 19, Mass 


Courtesy Center Sells 
In Super Markets 


I ypical of a new trend is the 
Courtesy Booth in Florian’s Minimax 
Super Market, Houston which pro 

des the following services: check 


ishing, money orders payment of 
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bills, bottle returns, bulletin 
exchange 
stamps and public telephones. 


American Express Co 


ro! information 
IS conduct 
ing a drive to stimulate this trend 
recently issued a report showing that 
a group of super markets averaged 
$1725 yearly income from the sale 
of money orders. “wenty-six supet 
market chains were surveyed, having 
a total 1064 stores, and 893 of 
these stores were reported to have 
service booths. 

Other services reported by the sui 
vey include equipment rental, baby 
sitting and small loans. This trend 
should be important tO many com 
panies who are seeking new outlets 
for their services or equipment. 

For a copy ot the survey, write 
to American Express Co., 65 Broad 


way, New York 6, N. ¥ 


Free Travel Posters 


Striking four-color posters make 
ideal window displays and mailing 
pieces when they tie in with a pro 
motional theme or travel contest. 

The following people will supply 
travel posters without charge as long 
as they have them in stock: 

England-——Anthony White, British 
Travel Association, 336 Madison 
Ave., New York 17, N. ¥ 
Norman French 

l‘ourist ()thce 610 
Fifth Ave., New York 20, N. Y. 

Holland—F¥. H. W. van der Laan, 
Netherlands National Tourist Office 
1 Kast 53rd St., New York 22, N. Y. 
Hans Baumann, Get 
man Tourist Information Office, 500 
Fifth Ave., Nek York 36, N. Y. 

Ireland Kevin Durnin Irish 


$ Kast SOth St. 


France Reade 


Cjsovernment 


German 


lourist Bureau 3 
New Y ork Mf N, Y 
Monaco 
M onace ite 
Fifth Ave \ rk 20, N. ¥ 
and Hanne K irtansson, 
(ons (jeneral SO 
New Y ork + N ¥ 
fround the World 
Tras Wo ld 


i 


FENUUUOUONUOUEOSOUNOUOEOOOOEROOOUEOOOECUEO OREO EON 
@ SALES PROMOTION IDEA FILE 


is a review of sales-producing tools 
and ideas designed to stimulate the 
thinking of sales-minded executives. 
Contributions to this column and 
questions about advertising, sales 
promotion or marketing problems 
should be addressed to Larry 
Schwartz, c/o SALES MANAGE- 
MENT, 386 Fourth Ave., New York 
16. 
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You can’t go wrong with 
our right arms... 


SALES TRAINING PROGRAMS 


VISUAL SALES PRESENTATIONS 


/ 


TERRITORIAL AND MARKET STUDIES 


Sales Training Programs from A to 
Z including idea-absorbing audio 
visual aids, film transparencies, 
graphics, training manuals, drama 
tized sales situations 


Visual Sales Presentations and 
Planned Promotion and Merchandis 
ing Programs based on fresh selling 
ideas, tailored to your needs. 


Territorial and Market Studies to 
disclose most profitable manpower 
coverage, sales control methods, 
prospects buying motives, salesman 
effectiveness 


Hile-Damroth, is a ‘‘shirtsleeve team” (in its eleventh year) composed of 


associates with extensive experience in developing and implementing 
industrial and consumer sales programs. 


Give us a call. Our experience and objective thinking is available for pre 


liminary discussion of your problem for which no fee is involved 


HILE-DAMROTH, INC., consultants to management in 


11 West 42nd Street * New York 36, N.Y 


sales and marketing 


PEnnsylvania 6-8161 


Business Journals— 
Their Place in Our Economy 


“The place business journals have in our economy is 


the hungry need for greater job know-how this age of 


plexities 
America 
pendable 


almost d 


“Our business papers are good because there's s& 


mportance and interest they have to co Our 


are good 


throug? 


demands It's a sobering role and a fascinating } 
can boast a good business press, at a time when de 
and accessible information is needed and wanted 


esperately 


so much 
businessmer 
because useful job-needed dope ) accessible to ther 
their business press.” 

William K. Beard, Jr President 
Associated Business Publications 


before Kansas City Sales & Advertising Club 


Sales Promotion 


ot Work games Borden 
Quarterly 


Memo ~ L 
to Summary Repoit: 


Stockholders Cinclair 


om 
CORPORATION 


NUAL MEETING 
BTOCKHOLDERS. 


7 
President's Report 


Stockholders Reyect Cumulatiy 
And Retwement Plan Amen: 


TUNG.-SOL 


. 
wectors Elected 


1967 ANNUAL MEETING OF 
STOCKHOLDERS 


The Art of Keeping Stockholders Informed 


vareholders hould annual reports I reports ; shareholde1 Tact book ; Christmas 
{ illy if they material connected th the annual greeting; offer of product for Christ 
products o1 stockholders’ meeting (invitation, pro mas gift; reprints of executive speeches 
te management gram exhibit of prod wt or service and articles ; copy ot employe maga 
nereasingly aware plant tour) ; post-meeting report (il zine. If mailed with dividend check 
ood shareholder rela lustrated booklet or folder, minutes many of these require no additional 
of meeting dividend enclosure (let postage 
good dividends ter from president, quarterly report Preparing a shareholder communi 
do to make allies of newsletter) ; letters (welcome to new cation is ticklish. It should be attra 
lhere are some stockholders, expression of regret to tive, but not too fancy, or some will 
the subject in a check those who sell stock, announcement complain, “Why don’t you raise divi 
I wenty-six [Things to of new product, review of manage dends instead of spending so much on 
Well-Balanced and Com ment policy, discussion of merger) literature ?”’ 
Public Relations Pro In recent years the number of 
thor is Weston Smith stockholders in the U.S. has been 
Financial *Available on req est from Weston pee aha. hy aaa — 
Smith Associates 33) «Rector St. New : . Rroups. mn the ageregat 
York 6, N.Y. they are a market and they can in 


eport su 
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The 
Southern 


Two New Research 
Laboratories Will 
Be Constructed 


This Spring 


THE TIMEENM HOLLER BEARING 
COMPANY CANTON 6 OHIO 


PEPSI-COlL 


fluence purchases by others. Manage 
ment recognizes this, as may be de 
duced from the implied and, in some 
instances, overt “sell” in shareholder 
communications 

Here are some examples of share 
holder communication treatment that 
go beyond the “Here's 


what we 


stereotyped 
your check and this is 
earned” formula. 


Product Talk. Newsletters and othe: 
dividend enclosures, as well as annual 
reports, mention, describe and illus 
trate new products 
Stockholder News 
Pacemaker typewriter and 
machines of the firm’s new subsidiary, 
Kleinschmidt Laboratories ... East 


man Kodak's annual reports regularly 


Smith-Corona’s 
showed the new 


sever al 


devote considerable space to produc ts 


ind its June issue of Highlights de 
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voted more space fo new produc ts 
than to sales and earnings of the first 
quarter . . . On the back page of 
‘Tung-Sol Electric’s interim report 
leaflet of August 7 were line draw 
ings of products, 


in black squares. 


framed alternately 


New Facilities. Shareholders like to 
know that their company is growing, 
that it has new plants, equipment, re 
search facilities, sales channels. ‘These 
typical headlines from annual reports 
and shareholder newsletters and bul 
letins show how management tells of 
such growth: “Canco Acquires Dixie 
Cup” (American Can) ; ““New Board 
Plant Dedicated” ( Johns-Manville) ; 
$58 Million Invested in Plants, 
Processes, and Equipment” ( Fastman 
Kodak); “New Building Project” 
(Chase Manhattan Bank). The cen 


ter spread of Pepsi-Cola’s 1956 an 


nual report consists” of architects’ 
drawings of seven plants completed 


during 1956, indicative of expansion. 


Nice Place to Work. Sharcholders 
are conscious of the value of good em 
ploye relations. Some get copies of 
employe magazines. Annual 
stockholder literature are 
likely to tell of employe benefits, trib 
utes to long-term workers. It isn’t 


reports 
and other 


considered cricket to gloss over labor 
troubles or to fail to mention strikes 
when they occur, and such omissions 
from annual reports draw demerits in 
Financial World's annual survey. 


Promotion and Advertising. \Ios: 
annual reports cover these subjects, 
sometimes in detail. “They are also 
allotted considerable space in’ other 
forms of shareholder literature. Tx 
ample of treatment in annual report: 
Kodak's double spread including pi 
ture of huge Colorama display in 
New York's Girand Central Station, 
a still from the company’s “Ozzie and 


Harriet” ‘TV 


color page magazin advertisement. 


show, and insert of 


Anniversaries. |ongevity usually 
signifies stability, so companies like 


uch as birth 
days and the produc tion of the “37, 


to publi ize milestones 


000,000th Chevrolet,” with appro 
priate ceremonies. Beginning in 1956 
and throughout 1957, ‘The Borden 


Co, has been referring to its centen 
nial in its Quarterly Memo to Stock 
holders. “‘Vhe March issue had a spe 
cial front cover, with old-fashioned 
lettering and the Elsie Centennial 
Seal: and three pages were devoted 
to the Centennial Cake recipe, de 
veloped for the anniversary 


Post-Meeting Reports are becom 
ing important in their own right, 
some being as meaty and colorful as 
annual reports. Financial World now 
awards Oscars for the best such sum 
maries of meetings, aS part of its 
annual Creneral 
Klectric, winner of the trophy these 
past two years, turned out an attrac 
tive 18 page booklet on its last meet 
ing. It contains striking photographs 
in color and in black and white, of 
the 3,600 who attended the meeting 
in Schenectady. 


report competition 


‘There are also pic 
typical stockholder at 
home, at work and at the meeting. 


tures ot 


‘There is a good bit of emphasis on 
youth, with pictures of child stock 
holders and of presidents of 
Ac hievement group 


Junior 
who came to the 
meeting. Other contents: president's 
talk, with charts used as he delivered 
it; questions asked by stockholders 


and on-the-spot replies of executives. 
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How to 
choose it 


% 


All sizes, all shapes...a GraPHic Sales Aid for every purpose 


“Or wimrrte 


GRAPHIC CALCULATORS show how to use GRAPHIC SELECTORS help users to choose GRAPHIC DEMONSTRATORS visualize why 
your product, solve problems, etc. Model your product. Model above organizes buy your product is best. Model above drama 
above calculates weight per 1,000 pieces ing data gives 13 vital facts about each tizes working principle of a complicated 
for any given size of 8 various alloys. For of 19 product models. Mark box (2) in cou metering device. For working sample check 
a sample check box (1) in coupon pon for free sample box (3) at right. 
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.. Could one of these(@) questions 
be holding back your sales? 


Now! Present product data swiftly, surely, dramatically 


e 


with a custom-designed CALCULATOR 


How To USE IT... HOw TO CHOOSE IT...WHY IT’S BEST. board, a GraApuic Sales Aid can vitalize your entire 
Consider carefully. Would your product or service sell sales program. The participation it arouses among 
faster if users could dial the answers to one or more of prospects, customers and salesmen is unequalled. And 
these 3 vital questions? remember: GRAPHIC tools are custom-designed for 
If so, you ought to return the coupon below for full your product alone. You own the copyright. 
data on GRAPHIC Calculators. You’ll receive our FREE E 
brochure, “A New Force to Allure New Business”’. All you supply is the problem! 
A Grapuic Calculator is yours so readily, too. All you 

Graruic Calculators — what they do supply is the problem — GRaAPHIC’s own engineers, 
A Grapuic Calculator focuses attention on the data designers and artists do the rest Sample designs and 
needed to buy or use your product. You just set a estimates are submitted promptly, without obligation 
slide or twist a dial, and presto . pertinent facts The cost? Surprisingly low. Users say their Grapnic 
about your product are presented swiftly, surely, dra- tools have been real money-savers . . . replacing vol 
matically! With a single easy operation, for example, umes of costly printed matter and doing a far 
a GRAPHIC Sales Aid can: better job in the bargain! 


Show how to USE your product by providing Send for FREE samples, case studies 


Why not learn now what a Grapuic Calculator can 
do for you? Send the coupon below. By return mail, 
you'll receive our idea-packed folder, “A New Force 
to Allure New Business,” along with working samples 
of Calculators used in your own field 


quick, easy answers to complicated engineering 
problems, etc. [See panel (1) below. | 

Help users CHOOSE your product by quickly 
supplying sizes, styles, models and other specifi 
cations. |See panel (2) below. | 


Demonstrate why your product is BEST by dram Important: For “rush” requirements, please wire or 
atizing key advantages. [See panel (3) below. | phone collect (WAbash 2-6863, Chicago). A repre- 


Colorfully printed on vinylite plastic or special paper- sentative will be in touch with you immediately 


GRAPHIC 
CALCULATOR CO. 


633 Plymouth Court, Chicago 5, Illinois 


Representatives in Principal Cities 


SEND TODAY 


GRAPHIC CALCULATOR COMPANY, Dept. § 

633 Plymouth Court, Chicago 5, Illinois 

Without cost or obligation, please send your idea packed brochure A New 

Force to Allure New Business’ along with actual samples of GRAPHIC 

Calculators used in our field. The principal problem(s) concerning our product 

is [ 1. How to use it 2. How to choose it 3. Why it's best 
| 4. Also send folder on stock GRAPHIC items for general use 


Name Title 
Stock GRAPHIC devices end monotonous routine figuring on P 

ompor 
many everyday tasks. Items include famous GRAPHIC Profit — 


Finder, easy-to-use Percentage-Calculator, handy Proportion Address 


Dial, Photo-Engraving Price-Estimator, etc. Check box (4) in 


coupon for illustrated 4ulletin, prices City 


‘ 7880 
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A Product Every Pilot 
He Will Never Have to Use 


THIS 1S KOCH’S SURVIVAL KIT. In flight it serves as 
a seat and parachute rest. In an emergency, it is ejected 
with the pilot and automatically provides a fully-inflated 
life raft, sea anchor, sleeping bag, food, water, radio, rifle, 
first aid supplies, oxygen. Shown also is jump platform 


from which it 


is tested. 


In actual use, the pilot could 


conceivably so maneuver his parachute descent that he 
might land right in the life raft and never get a foot wet. 


Prays 


It's called a survival kit. It is the kind of product any manu- 


facturer is proud to make, even though it will never con- 


tribute spectacular dollar volume in sales. It's specified 


military equipment, but it still calls for careful selling. 


i i il 
ist bail out 
t of H. Koch 
rglas luggage 

the company in 
the Crovernment 


\led ( il Re Care h 


pany knows, is to date the only su 
cessful producer, and the kit Is Spe 
cified by the Ai: 


equipment tor every pilot, the com 


Force as prescribed 


pany still has a selling job and has 
developed a pattern for doing it. 

lhe drop test recorded in the photo 
is made trom a 35-foot tower erected 
for just such demonstration purposes 
outside the Koch headquarters in 
Corte Madera, Calif. ‘he demonstra 
tion is usually the culmination of a 
sales contract which starts when the 
company learns that a plane manu 
facturer has received a contract to 
deliver X number of a certain type 


of high-speed, high-altitude aircraft. 


Any such contract requires that a sur 
vival kit contorming to strict specifi 
cations be included. Unless the con- 
tract-winner in question has already 
sought out Koch, that firm’s sales de- 
partment immediately goes into ac- 
tion, contacting the appropriate per- 
sonnel of the aircraft manufacturer. 

Occasionally a company 
whose product must be equipped with 
the survival kits will spontaneously 
ask Koch for a bid. For example, 
Convair receives a contract to deliver 
X number of B-58 Hustlers. The 
company has a list from the Govern- 
ment which shows Koch to be an 
approved source for the kits. Its buy- 
ing personnel may initiate price and 
delivery discussions and Koch takes 
it from there. 

But often enough, due to the 
mysteries and complexities of Govern- 
ment 


plane 


sub-contract 
awards, the plane manufacturer does 
not approach Koch, or does approach 
a potential competitor. It is an open 
secret in the aircraft industry that 
a primary manufacturer of aircraft, 
recently given a contract to deliver 
to the Air Force certain high speed 
planes, has let a contract for X num 
ber of the specified survival kits to 
another manufacturer in the luggage 
field. 

“This manufacturer, as far as we 


contract and 
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Use them for fast, pre territory analysis 


By using only those cards conforming to your merchandise), Index of Office Equipment De 
particular sales territories, you can conven- mand, Index of Resort Activity, Growth Factors 
iently apply the May 10, 1957 SALES MANAGE- (to isolate areas of rapid or slow growth) TV 
MENT Survey of Buying Power to your own homes as of January 1, 1957, plus all major 
market areas. Census marketing benchmarks (age, distribu 
Market Statistics, Inc. will prepare these IBM lions, etc. ) 

analyses for you quickly. Or if you have your 
own IBM installation, you can prepare them 
automatically in your own office, as do over 
200 leading companies today. 


It is only necessary to determine what factors 
(or combinations thereof) would reflect de 
mand for your product. If you have any ques 
tions on this, you may without obligation 
In addition to the factors shown above, many consult with our staff for correlation studies 
other specialized indexes are available on county of your own sales to isolate your key marketing 
cards; Index of Urban Demand (for styled factors. 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT MAGAZINE 
432 Fourth Avenue, New York 16, N.Y.—MU 4-3559 
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"A big plus factor 
in sales effort," says. 


‘ " 
— OcenttD aie Teamina suebane Cau Stamuty 7 34 
yenetaar OFnices 4 ’ 


eretiont #OUTE HO 100 Caml acoetss fYnOE 
T8O STATES AF re ww 


Mr. Francis X. Timmons July 24, 1957 
Advertising Promotion Manager 

The Wal! Street Journal 

44 Broad Street 

New York 4, N. ¥ 


Dear Mr. Timmons 


We have been a consistent advertiser in The Wall! Street 
Journal's National Edition since 1951. Our sales force is very 
enthusiastic about this campaign. We feel this is a big plus 
factor in our over-all sales effort 

The Wall Street Journal goes to the people we want to 
reach--the business executives Most of our own p egnartane 
and directors are readers of The Wa.! Street Journal, and we 
think this is typical of many companies 


| tter than 
The sizeable increase in our schedule tells be 


li~- 
words what we think of the pulling power of your fine pub 


cation 


Sincerely, 


2 f 
Senet $ Kuta 
Leonard $. Kimball 
Vice President 
Public Relations 


AIREREIGHT—WORLDWIDE 


Men who move up...make things move 


I here a solid reason why The Wall Street Journal is known for 


pulling strength and its terrific selling power. Men who keep 
ting ahead in business read The Journal. Their career progress is 
ed on action: they make things happen. And The Wall Street 
lal is One publication that’s read by more management executives 

than any other magazine or newspapel for general or business news! 
They rate The Journal “most important and useful.” No wonder 


mmething real/y gets moving when you advertise in The Wall 


Street Journal! CIRCULATION: 493,767 


NEW YORK, 44 Broad St. and WASHINGTON, 1015 14th St. NW. - CHICAGO, 711 W. Monroe St. 
DALLAS, 911 Young St. - SAN FRANCISCO, 1540 Market St 


know, has yet to produce a successtul 
survival kit,” comments Murray P. 
Koch, partner and general manager of 
Koch. Rising to the challenge, the 
company uses all of its selling re 
sources to convince such a manuta 
turer that it would be to its interest 
to look into the Koch survival kit. 

The 50-year-old luggage manufac 
turing firm, which since 1946 has 
been making Fiberglas suitcases, is an 
old hand at producing for the Gov 
ernment. One of its important con 
tributions to defense is a Fiberglas 
instrument case that can be dropped 
from plane without breaking. 

Koch got the opportunity to de 
velop the survival kit when the Ai: 
Force became dissatisfied with the 
ones it had in use. “Vhat wae in 1955 
It was found that the existing kits 
gave trouble when used in connection 
with the newer high-speed aircraft 
The Aero-Medical Research Labora 
tory at Wright Field in Dayton, 
Ohio, was given the assignment by 

r Force to do some thinking 

problem and come up with 
kit that would meet the needs of 
high-speed aircraft operating at ex 
tremely high altitudes and over land 
sea, desert, or mountainous regions 
Ihe survival kit desired must, in 
short, meet the test of any climati 


ondition or terrain in the world 


Worked with Air Command 


Krom its list of qualified manufa 
turers, the research group chose two 
in the Fiberglas luggage industry and 
awarded them research and develop 
ment contracts The project was in 

levelopmental stage for a year 
iring which time Koch engineer 
combined their ideas with those of 
the Wright Field technicians, who 
were always available for advice 
Members of the Human Factors 
(;roup of the Strategic Air Con 
nand came into the Koch plant 
appropriate intervals to work with 
the company’s technical staff 

\ successful prototype oft the de 
sired survival kit was completed b 
Koch and delivered to Wright Field 
tor testing. From that model, in due 
course, evolved the present kit 

loward the end of 1956, when 
concerned were satisfied with 
tormance, the Air Force desig: 
Koch as approved manufacturer o 
the survival kits and the intormation 
was conveyed to the air frame manu 
tacturers, Thus Koch was identified 

approved source of the kits to 
Soeing, Convair, Doug 
American Aviatior Pre 

on started this vear 

When Koch learns hat a conti t 
for aircraft calling for the kits has 
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been let, a presentation is mapped vival kit is automatically 
The airers manufacturer has only when the pilot is ejected tron 
cation sheets he must be craft. When the oxygen 
shown what the actual kit is like. or the pilot sees that 
o! the presentation can take not to need it any 
the buying team’s desk lever. This jettison 
kit is not much difterent trot taine! The kit open 
overn ght case ! rt; . lease a W aterproot | 
ter ise in - t ‘ re a long nvlon rope 
16 by 6 inches f ide the sleey ing equip 
ditterence ! lite ; plies Attached rurthn 
between the Nat it rapid rope s the lite raft 
matically—believe 


and a slow agon 

a life raft gyoose-dow sleep throws it a S€a 
food concentrate inned proot 

salt water conversion kit venti 


n reflector for signalling, col low 
hunting rifle with 200 bullets If 
tackle, first aid ipplies, and 
ent supply of oxygen to bring 
down from high iltitude to 
manly tolerable breathing 
10.000 feet or below 
1! an SOS as ilesman = te 
idditional dran 
takes a sper ial sort of salesman prospects art 
lemonstrate the survival kit. Koch plant to witne 
five sales engineer specialists who Koch some 
with the kits, and other spe icts “‘overnig 
requiring highl technical body wants 
how. One works out of the sonnel are 
iny’s Los Angeles office, two men’s lives depend on 
the Corte Madera headquarters y have been placed sin 
it of the mid-West t d 10 months or so ago 1 
*r) show how the kit oO} ( rse assified information Koch 
— " a 


hing about t it eX : a thou ands ot nem 


p lot pulls hi C1EC ] | l re Superson 


The 


the parachute opens and the I ! d fighter 


ppl in the ul The End 


} 


Why a 10c Bottle in a 15c Field? 


l raditionally nk containers hold the color of the bottle 
o fluid ounces and sell for about ries the Carter trademark and iden 
ents Ihe Carter’s Ink Co. is t s the type of ink in the containe 
a new Demi- Jar that identificat which shows 
one ounce and retails for sug ted l rice, eli 
The smallet ottle offe: ! é yarate paper label 
and Carter's faster turn V . * content nd 
with a high pront per sale mer le package 
\n arched counter display rack wa 
ve loped to separate eat h bottle into 
liara effect, with the vari 
lored bottle resembling jewels in 
rown. It features merchandise and 
not the fixture, holds four and a half 
dozen bottles, worth $5.40 retail, in 
i counter space normally occupied by 
nly one dozen, larger containers 
selling for a total of about $1.80 
‘tail. In addition to the visible assort 
ent, the Tiara rack has space below 
or storing reserve stock. Available 
s a smaller display irton cor 
ng a dozen bottle 


\ 30mm screw closure 
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A SALES MANAGER'S 
BEST FRIEND 


Can you afford the leisurely 
approach to your best advertis 
ing prospects? Good advertising 
works best when it reaches a re 
sponsive audience first — far 
ahead of the competitive clamor 

You can leave your compe 
tition days and even weeks be 
hind by advertising in The Wall 
Street Journal. The Journal is 
the only national business daily. 
With a daily’s short, convenient 
closing dates, it permits you to 
get to your market without de- 
lay. You can be closing sales long 
before other national media have 
closed their forms. 


The Journal is first also in 
the reading preferences of your 
top business prospects. (For ex- 
ample, a whopping 60% return 
from every 5th U. S. executive 
listed in Poor’s Register shows 
The Journal is read by more 
management executives for gen 
eral or business news than any 
other magazine or newspaper. In 
addition, The Journal is the one 
publication they rate “most im- 
portant and useful’”.) Just think 
of the advantages your advertis- 
ing gets when it reaches the 
scene first in the publication 
prospects reach for first! 

Something really happens 
when you advertise in The Wall 
Street Journal — and it happens 
fast. 


GA, And trade publ 


Since 1953, | 


Henry Lamkin has been a director and 


Vice Pre sicle nil ol Acro Maytlower Transit ( Olpany, 


with full responsibility for 


public relation 


Open a iit Mavtlower tiles ofhice in Loutsville 


sales, adve rlising and 


karly in 1930 he was employed to 


. Some 


months later the company inaugurated the practice 


of granting exclusive franchises, and he went on the 


road to help appotnt and indoctrinate new agents. 


In 1935 he became bkxecutive Secretary of the May- 


flow cr 


10 years doting 


late the rrowth of thus organization, In 


became an officer of a Maytlower 
and 1S month 
(seneral Sales Manager 
andl ¢ 


ollve ( 


where hie 


Warechousemen’s Association. 


Yency tt 


Recently we 


ive us his views on thie 


in the next 


much to sh ipe the policies and stimu 


1945 he 
Akron 


later returned to Aero Maytlower as 


visited amiable 


Kprerte need bhe mry Lamkin itl his Indianapolis 


vrowilng 


Iipeort pice inc use ol tt ice publications as an adver- 


ler 


Lisiti miccaluin 


Q Mr. Lamkin, when and under what 
circumstances was Aero Mayflower 
Transit Company formed? 


A Kall tartedin 1927, when Mr. Gentry 
and Mr. Kenworth organized the May 
flower Transit ¢ OMlpany Previously Mr 
Gentry had gamed considerable experi 
ence in trucking and, with his interest 
s of the 


long-clistance moving busmess, he had 


aroused to the untold possibilitie 


little difficulty im convincing his frend 
Mr. Kenworthy to joi as a partner in 
the new venture. It was a year later, after 
1 reorganization, that our present tame 


wa acopted 


QO just what is the scope of your 
organization? 


A Acro Mavilower ts an wterstate com 


trieon carrict ol household goods ~~ 


briel, an interstate mover 


Q And what is your position within the 
industry? 


Aw. ire one of the larges 


tion itt thre hell We have enjoyed con 


organiza 
tinuous growth since the very beginning 


In fact we have 


double ad our growth 


every 5 years for the past 20 years 


Q How did you sell your services in 
the early days? 


A\ ntil Oetober 1930 Maytlower sold 


its long-distance moving services through 


mraneh ile omces tocated in the arger 
| | | tl | tec the larg 


inh part, is Our Colversation, 


cities east of the Mississippi and north of 


the Ohio. At that point we changed to 


our present poli y of granting ¢ xclusive 
franchised territories for agents. ‘This 
exclusive franchise, plus the character of 
thre Mavtlower 
gram, has made a Mayflower agency the 
most sought-after in the long-distance 
moving madustry 


scrvice and sales pro- 


Q How many agents do you have at 
the present time? 


A More than 600. 


Q You are of course national in scope 
of operations. 


A Oh yes. In fact, we are now operating 
internationally, As a matter of interest, 
Maytlower received the first nation-wide 
operating certificate in the household 
goods industry ever to be issued by 


the IC 


Q When did advertising first come into 
the picture at Mayflower? 


A In 1938 the company undertook the 
cleve lopment of a coordinated sales pro- 
motion program to help its agents do a 
better job of selling Maytlower services. 
This called for the creation of numerous 
sales tools and a great many advertising 
pieces for our agents to use, plus a 


ication advertising is an 


limited amount of space advertising, 


which we placed on out owl, 


Q Was the bulk of Mayflower adver- 
tising placed by your individual agents 
in those days? 


A Yes. As a matter of fact, at that time 
we had an agreement with our agents 
that they would do all advertising, To 
help the situation along, however, we 
did provide mats and electrotypes, plus 
a certain amount ol help and jd soy 
But it wasn’t long until we changed both 
our thinking and our method of oper- 
ation. We then undertook a carefully 
coordinated and aggressive advertising 
program to reach all our publics—one 
designed to reach them effectively and 
consistently, 


Q Were your early advertising activities 
confined to the trade press? 


A Yes. You see a substantial portion of 
the interstate moving business consists 
of industrial accounts—moving the key 
personnel of various industries from one 
place to another. Sometimes we move 
the individual, sometimes the entire or- 
ganization, To make sure that we would 
get our full share of these so-c alled 
“industrial moves,” our first advertising 
efforts were designed to reach _ trafhc 
managers, sales Managers, surchasing 
managers, and others who either influ- 
ence or actually select the mover. 
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important ‘must’ in our coordinated sales campaigns” 


Q Do individual movers still account 
for the major part of the interstate 
moving business? 


A The 


cre 


such business Is 


i 


vercent of 
| 
5 but 


its hard to say to 
extent As 1949. per 
haps 60 to 65% of our volume was mndus- 
trial or 
But 


tions 


what recently as 


commercial account business 


around that I many organiza 
tarted selection of the 


mover to the individual bein trans 
ferred. And because payments tor moves 
I almost 


arranged by in individual are 


always made by certified check or cash, 
it is difficult to classify the type 
involved. At any rate, as the 


industrial move 


ot move 
number of 


decreases, the number 


rf 
of moves arranged by individuals im 


I can say that the industrial end 


DUSINIESS 1S till ver 


creases 
of the 
though 


S17 ible 


Q Does the trend you mention change 
the pattern of your advertising activities? 


A Yes it do As the 


dividual prelerence mcreases 


iunportance of in 
it becomes 
necessary tor us to do more 
But this 
ssened to an degree the 


of the 


ana more 


consumer advertusing trend has 
not le WNpor 


and the 
usefulness of the trace public auions we 


tance industrial 


iccoountl 
advertise in 


Q How many trade publications do you 
now use? 


A About 12 


Q What are your advertising objectives? 


A They are twofold. One is the objec tive 
of keeping the business growing in pace 


with the growth of population—you 


might say 


getting our share of the 


busine SS 


Q And what about the second ob- 
jective? 


A It’s psye hologi« al It’s looking to the 
future. We want the public to think of 
Mayilower thinks of 
We stay in 


long time—and we want to mold public 


when it moving. 


intend to business a long, 


Opinion in ou; favor 


Q In other words, your advertising is 
intended to build corporate identity as 
well as give direct support to the May- 
flower sales efforts. 


A Phat is correct 


Q Is your advertising copy intended to 
close a sale? 


A No. On this score, we believe that uf 
we build a reputation for integrity and 
know-how, the doors will be wide open 
to our representatives who do the ac tual 
selling job. Advertising 
keep our business yong It 


alone cannot 
takes the 
direct contact of an experienced sales- 


man to bring in an order 
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Q But advertising is important to the 
success of your sales effort. 


A Absolutely And 


iivertisin 1 ae 


trace publication 
miportant ist in 


" 
our coordinated sales cam il 


Q What are your views on the subject 
of frequency and continuity in adver- 
tising? 


Avou Lpursanae Is Ore 


seasonable.. and for this 1 won we do 
make ceitlam 


stitnet 


iiypustinents 1 our con 


schedule Hlowever Wwe | 
found best to maitam a steady 


tre juent schedule im the track pre 


Q Do you use testimonials and endorse- 
ments to tell the Mayflower story? 


Ay. 


cot 


frequently do. There 1 


se highly per onalized mg 
our Dusit +8 1 «out wivel 

written i ! the service 
flexibility to meet the needs of 
vidual 


hipper, thre satistaction 


"Trade magazunes are the best and most direct 
way for us to reach the want 
They carry the Mayflower story direct to those 
influence the “ase of the wrvices 


audiences we 


whe “use oT 


we sell 


Ml ivilowe I 


started the 


through a 


move So 


igo we ractice ot! 


each customer a form requestit 
ments ana iggestion bitin 


We call the 


tomer pry ira T i 


following a move 


mice contain help 


factual and credible testimonial 


vertisement 


Q Do you feel that trade publications 
are steadily increasing in importance to 
the advertiser? 


AI do inde lL An i 
behel 


consistently 


you ll find that our sel 
creased the 
pace 
LiOhS Lised 
ire related to the 
ut they also me 
portance ol thre pubh 


to our busine 


Q Do you feel that the trade press is 
satisfactorily fulfilling its responsibilities 
to readers and advertisers? 


Ay. I believe 


trade tag 


Chiat toca 
i/itie it¢ havnt 
job Lake Aero Mavi 


ervice role to 


owci 
Vhev have 


mctirale 


periorm 
respon thility 
rm ly ible 


in it squ 


lo provict 
information anc the i 


ively 


Q Earlier you said that trade paper ad 
vertising is a must in any Mayflower 
sales campaign. Why is this so? 


At 


| 
Pract 


trictly a matter of results with u 


magazine ire the best and most 
direct way for to reach the 


They carry the Ma 


direct to those who use or 


michience 


we watt flower stor 


milluence the 


use of the ervice we ell And 


publi itions deliver our ile tor 


medium the reader is fanuhar with 


whi hy hhe rele on for much of hin 


ness cirection, That's imiportant 


Through the use of trade an 


with your customers and prospective customers inh an atmosphere that is 


them, most productive for you 


purpose unduplicated by any other selling 
Chilton publications cover their chosen field 


control of circulation that assure confidence on the part of reader 


With such acceptance goes proportionate 


industrial publi ation 


In this res 


you are able to COTM UHICa Le 


natural to 
pect the respon ible trace pre erve i 


force 


with an editorial excellence mc i 


strict 
ind adverts ci 


elling powe! 


Chilton 


COMPANY 


ind 


CHILTON PUBLICATIONS: The 
Hardware Awe . 
Automotive 
Boot 


Gas « 


lron Aue 
Hardware World . 
Distribution Ave 
Recorder “es 


Industries . 


Industries « 
Shoe 


Ele« tron 


and 


Aircraft & 


Jewelers’ ¢ 
« Optical Journal and Review 


Omme»rc ial 


th Streeta e Philadel phia 19, Pen 

. Department Store Economist « Spectator 
rcular Ke M stor Aye 
A Optometry 

Car Journal . Butane-Propane Nev 

Missiles Manufacturing . Book Divi boon 


stone . 
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J. K. Lasser's Interpretations of New IRS Ruling 


(continued from page 35) 


the company’s records may result in a substantial dis 
ling and receive illowance of claimed expenses. In still other cases, the 
ill the expenses. In Revenue Agent might want to examine the taxpayer's 
to total income will bank statements and other pertinent records. 
n who is based close 


expense ire t 
} ! t 1 


Q: What steps should corporations take to help their 


men keep records? 


A: That's not a simple question, by any means. As a 
first measure, however, | would recommend that com 
omparison panies ight to urge their employees periodic illy to keep 
ortionate, Dut the necessary individual records In kome cases, it might 
be quite prae ticable for ompanies to have the employees 
prepare their summaries of expense vou hers in duplic ate 
Thus, the employee will have an original summary record 

which should be quite helpful 


Notes: Where an employee gets a salary and an ex 

pense allowance, the total must be reported as income 

The Internal Rey ind must be accounted for. This is not in the area of 
iudit procedures reimbursements, but rather is a flat monthly allowance. 
ipply the rule of Advances are not reimbursed expenses or allowances. 
laimed ‘expenses’ Ihe employee is acting as an agent for the company and 
the taxpayer s doesn't spend his own money In these cases, nothing 


reference to need be reported 


et Your FREE Copy of the New.” composite ~ 


CATALOG 


OF OIL FIELD EQUIPMENT 
AND SERVICES 


A Specialized Gulf Publishing 
Company Publication 


uide to Successful Cataloging 


TO THE OIL DRILLING and PRODUCING 
INDUSTRY... 


It tells how to increase the effective 


Houston (19), 3301 Buffalo Drive, 
JAckson 9-4301 


New York (17), 250 Park Avenue, 
YUkon 6-6558 


Chicago (4), 332 S. Michigan Avenue, 
' ; WAbash 2-9330 
ness of your cataloging to the specialists 
I Cleveland (15), 1010 Euclid Avenue, 
who buy or specify 98% of the equip MAin 1-3295 
ment and services used in the oil drilling Tulsa (3), 916 Enterprise Bidg., 
: CHerry 2-9211 


Dallas (1), 518 Santa Fe Bidg., 


Riverside 7-7344 


and producing industry 


This concise fact book covers the 15 


SOS EEE SEES EHEEEHEESEEEHEEETEEEEEHEH SY, 


Los Angeles, W W. Wilson Bidg., 


points most frequently quoted as the Huntington Park, LUdlow 7-1219 


basic information desired by these men 
with the responsibility to compare, specify 


and buy 


It will show you how . . . frequently 
without additional expenditures . . . to 
make your catalog material more useful 
to these customers and prospects, at 
the specific times when buying decisions 
are made 


WRITE TODAY for your FREE copy 
of “A Guide to Successful Cata- 
loging,”’ or call the Gulf office 
nearest you 
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What "Reimbursed Expense” Ruling 
Means on Your 57 and ‘58 Tax Returns 


Report starts on page 33. 


Lasser Interprets IRS Ruling 


Page 35 


Official Instructions for Page 1 of Form 1040 


(issued by Internal Revenue Service for 1957 Income tax forms) 


LINE 6(a)—TRAVEL, REIMBURSED 
EXPENSES, ETC. 


Reimbursed Expenses Other Than For 
Travel and Transportation 


If your employer pays you an “expense 
account” or otherwise reimburses you for 
money spent for him in connection with 
your employment (other than “travel and 
transportation ou shouk idd_ these 
payments to your wages on line 5, and 
then on line 6(a subtract the total of 
your actual allowable expenses of this 
type but not more than the reimburse 

ments. Attach a detailed statement in ex 
planation Any allowable expense in ex 
cess of the reimbursed amount may be 
deducted as Other Deductions on 
2 of your return if ‘ 


luctions 


page 
mize our de 


Out-of-Town Travel Expenses 


he law provides special deductions for 


the expenses of travel while away from 
home in 


nnection with employer's 


business away from home 
means going away from the cit r town 


where you norma work and remainitip 


| Travel ex 


iway at ieast ernight 


penses” means the cost of transportation 
fares, meals ind lodging ind includes 
porters tips, hire f public stenographers 
baggage charges ind similar expenses 
necessar' to trave Travel 

| 


not include any entertainment expenses or 


expenses di 


iny persona expe s such is laundry 
Any amount paid to yo to cover these 


expenses must be included in your wages 


You can deduct our full travel ex 
penses” on line 6(a Attach a statement 
detail the 
expenses you deduct. If u choose to live 


away trom the it 


t your return explaining 


where you 
work, or do not transfer 


regularly 
home when 
yer transfers y t work to a 
different city, the law does t 


travel deduction 


your empl 
allow any 
resulting from vour 
choice of residence 


Other Transportation Expenses 


Even though 
from home, as 
leduct transp 

nnection 


ices t 
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Trans ortation expenses ine lude payments 
for actual travel or, if you use your own 
the business portion of the cost of 
operation, inclucing fuel, repairs, and de 
preciation. Any 


expenses must be 


reimbursement of these 

included in yout. in 
come Attach a statement to your return 
explaining in detail the expenses you de 
luct 


Going To and From Work 


The law regards the cost of transpor 
tation between your residence and your 
principal place of employment as pe 
sonal expense and does not allow you 
deduct such cost, no matter how fa 
| 


live from work, or how expensive 


transportation ma te 


Expenses of Outside Salesmen 


I he le i I ws 
deduct all their 
business 


Outside Salesmen 
ordinary and neces 
expenses Such expenses shor 
be deducted on line 6(a This a 
only t¢ 


ppl 
full-time salesmen who ar 
gaged in soliciting business for thei 
ployers away from their employer's 
f business Phe term does not inel 
me whose principal activities consist 
service and delivery such as a milk-driv 


salesmat 


Other Expenses of Employes 

1 above 
deducted 

salaries and wages on page 1 
1040 by employes. If you use 
Table, or if you take the standard « 

tion, you automatically receive an 


The expenses set fort} 


only ones which may be 


ance for a deduction which takes th 
f 1 other 


p 
employment expenses and 
nonbusiness deductions On the other 
hand, if you itemize your deductions, you 
can deduct the cost of tools 


dues t« 


materials 
unions and professional societies 
entertaining customers and other ex 
penses which are ordinary and necessar 
in connectio with your employment 
These items may itemized and de 
ducted on page d d the he 
Other Deductions 

Ir stead of 
nentioned abo 
2106 from the neares 


Service ofhce to ex 


iding 


34th Street 
Manhattan's largest and most con- 
veniently located hotel. 2500 outside 
rooms, all with bath and free radio, 
television in many. Direct tunnel con- 
nection to Pennsylvania Station. All 
transportation facilities at door. Three 
air-conditioned restaurants 
LAMP POST CORNER. . . COPPEE HOUSE 
GOLDEN THREAD CAFE 
Singles Doubles 
from $7 | from $1 1 from $23 
JOSEPH MASSAGLIA, JR. President 
CHARLES W. COLE. Gen Mor 


pee Other MASSAGLIA ttaeene | 


"Ul 
7 | ot Sth Avense 


Suites 


+ SANTA MONICA, CALIF Hotel Miramar 
+ SAN JOSE, CALIF. Hote! Sainte Claire 

* LONG BEACH, CALIF Hote! Wilton 

* GALLUP, NM Hote! El Rancho 

* ALBUQUERQUE, Hote! Franciscan 

* DENVER, COLO Hote! Park Lane 

* WASHINGTON 0D ¢ Hotel Raleigh 
* HARTFORD. CONN. Hote! Bond 

+ PITTSBURGH, PA Hotel Sherwyn 

* CINCINNATI. O. Hotel Sinton 

* NEW YORK CITY Hotel New Yorker 
* HONOLULY Motel Waikiki Bilt 


= Werid-famed hotels 


Teletype service —Ffamily Plen 


you get 
= 3 fo fF 
| cA f €-% 4, Y a nd 
Servi 


with Wheaton 


“= £m 
= 


Household goods, office and ex 
hibits are safe in the hands of 
the Wheaton organization 
Prompt, dependable long-dis 
tance service from coast to coast 


FREE Moving Day Kit 
—full of helps, labels, address cards 
_ to all personnel transfers 
Call your tecal 
Wheaton Agent (500 
Agents — all principe 

cities) of write 


Wheaton 


Van Lines, ‘ Yuc 
Dept. 2 indiana 
LONG DISTANCE MOVING 
‘the safest distance between two points 

Western affiliate: 
LYON VAN LINES, Inc. 


Los Angeles, California 


eseeeeeeeeeeoeeeee 


ing for SALES? 
LO ()K' . a og 


* 49 Rich Counties 
Population 
* 835,600 


Effect 


ve Buying Income 
* $1 232,245,000 
ash Farm Income 


$1,105, 183,000 


t's easy to sell this Billion Dollar Marker thru 
One Dominant Advertising Medium. Write 
is today for 


se € 
21 OCS 


new market brochure 


mii) tae 

National Representatives JANN & KELLEY, Inc, tt 34 ee 
Wn 
+ 


The Sioux City Sournal 
JOURNAL. TRIBUNE 


Tell Wore! 
Sell ore! 


witHA Yatemadcster! 


An ordinary ring binder that we have made into a valu 
able selling tool it sets-up and takes-down in split 
seconds. Its simplicity makes’ it. inexpensive. Carried in 
tock. Also 100s of other items 


SEND FOR FREE FOLDER! 


1704 WEST WASHINGTON BLVD. 
CHICAGO 12, 1LLINOIS 


Sates “Jools, Jue. 


fresh flowers and plants 


traffic creators, <pé76: self Cnt, tl 


premiums, sales incentives. x7: A 
Guaranteed local and national 
coverage .. .“Y 


ORCHIDS OF HAWAII, INC. 
National Sales Office: 305 Seventh Avenue, New York 1, New York 


Another Blinking Christmas Time 
a blazing good job of marketing and merchandising has 
done by manufacturers of Christmas and party 
the that America will glow with 


Such 


heen 


lights 


during past couple of years, 


$110 million 


Yuletide 


worth of 
Last year, 
nearly $100 million. 

The 
The 


new decorative 


the 


lighting equipment this 


manufacturers rang up a volume of 
figures come from Albert V. Sadacca, 


Glolite Corp., 


executive head of 
Chicago maker of illuminated holiday decora- 
tions, who says that the expected 1957 spurt is attributed largely 
to growing lights throughout the year, plus 


many pretrimmed. He expects his 


use of outdoor 


“second trees” at Christmas, 


own firm to show a 15% increase in sales over 1956. 


EXECUTIVES SHIFTS 
IN THE SALES WORLD 


Babbitt, B. T., Inc 
John Woolley 


marketing. 


appointed v-p of 


CBS Television .. . 
John F. Howell 


sales manager of tele 


named general 


' 
ision film sales. 


Columbia Ribbon & Carbon Mfg. 
Co., Inc. . 


L. D. Markham 
manager of Impression Products Co. 
subsidiary. 


be omes sales 


Copease Corp... . 
Wood 


director of sales promotion. 


James D. joins company as 


Family Weekly . 


John W. McPherrin becomes pub- 
lisher of this Sunday supplement. 
i! 


Federal-Mogul-Bower Bearings, 
ia 

Howard W. Ludwig 
sales manager of Bearings Company 
f America Division. 


appointed 


Johnson Publishing Co., Inc. . 


1). Parke Gibson named promotion 
manager. 


Lily-Tulip Cup Corp. . 
John P. 


for of selling operations, 


Gjrady joins firm as dire 


National Biscuit Co. . . . 
Nile FE 


advertising 


. Cave elected v-p for sales, 
marketing. Joined 
as salesclerk. 


and 


company in 1932 


National Broadcasting Company . 
Kenneth W. Bilby, 


elected an executive v-p. 


v-p for public 
relations, 


Time, Inc. . . . 
k. Stevens 
U.S. 


DeClerque appointed 
advertising manager of the four 
overseas editions of Time. 
Typhoon Air Conditioning Co., 
ar 


John A. Gilbreath appointed v-p 
of sales for this Division of Hupp 
Corp. 


United States Borax & Chemical 
a ee 


J. D. Moore 
of 20 Mule’ 


named sales manager 
Team Products Division. 
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THE IDEAL GIFT 
FOR THE SPORTSMAN 


Ask Your Dealer 
For Sargent's 
“SPORTSET" 


com 

S (sae 

THE “SPORTSET’ INCLUDES: 
SPORTSMAN’S KNIFE 


4%" carbon steel blade with 
scaler and serrations for grip 
ping skin of fish and game 


HOLSTER 


Handsome, sturdy belt sheath 


How to Double Power of Press Show a handy carrier for the two tools 
“SPORTMATE” 


: A Precision Tool for fishing, hunt 
President H. B. Atwater resisted manutacturers to display for edifica ing, archery — American Guides 
the perfectly natural temptation to tion of the press. say “A Safety-First tool for 


“go it alone when Scott \twater Scott-Atwater’s introduction ot Sportsmen It's a Plier, Wrench 
Cutter and Crimper 


Manufacturing Co. introduc ed to the 1958 models for the working press RETAIL PRICE 3 50 
press not so long ago its 1958 model turned into a working demonstration ° 


outboard motors, ot 20 boats equipped with Scott For Quantity Gift Quotations 
| Write, Wire or Phone 


Scott-Atwater, which claims only Atwater’s—at three locations it 
SARGENT & CO. HAND TOOL DIV., NEW HAVEN 8, COMN 


Johnson Evinrude outsells ir, sought ther top brass of the boating manu 
something more dramatic for his press facturers were on hand, giving the 
showing than a static display of out press a crack at both motor and boat 


board motors, Sd it invited 61 boat makers. 


Pictures 


of Suc C@SS .¢-« 


Beautilul turs- sales incentive 
~achievement awards wilt 
when it's an occasion. Write 


lor catalog Furs in the New 


VICTOR ASSELIN FUR, INC. 
363 SEVENTH AVENUE, NEW YORK 
BRyant 9-8830 


TOP FLIGHT 
MARKETING EXECUTIVE 


10 years Vice President 


and marketing. Organize 


for f of more thar 
creased sales from 


20 million at s 
Above the clatter of tinware and can openers this district supervisor is reached 7 


by his home sales office through a tiny radio carried in his pocket. Here the 
Herst-Allen Co. salesman (right) talks to the super-market manager about a 


costs. Recognize impr 


team operation. Salary 


sales potentials and 


Box 3365 


promotion of cupcake tins scheduled for the next day, giving information just 
received “over the air.” 
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Retail Sales Boom Grinds to a Halt 


By DR. JAY M. GOULD, 


Research Director 


Sales Management's Survey of Buying Power 


in De 
S198 
1956 


iles 
mount to 
ver the 


orresponding 


Trowing 
whose 


point 


the 


breathe: 


to developing recession, 


the 


to use President's 
euphemism 
Actually perform 


ince will be in sharp contrast to the 


the December 
preceding 11 months, when sales ran 
6% ahead of the same period in 1956. 
| uf i 


here tor 


we have been emphasizing 
the this 


good showing is mainly a 


past four months, 


relatively 


retail 
stores selling food, ap 


counted for by five classes of 
outlets, 1.€., 
parel, drugs, gasoline and autos. With 
the exe eption of auto sales, whic h has 
been running ahead of 1956 by 8% 
mainly because 1956 was such a bad 
the othe: 


consumer durables have been well be 


automotive year, sales of 


low 1956 levels, regardless of whethe: 


purchased in general merchandise 


Retail Sales Box Score 


Food 
Eating & Drinking Places 
General Merchandise 
Apparel 
Furniture 


& Appliances 
Building 


Lumber Hardware 


Automotive 
Stations 


Gasoline Service 


Drug & 


Proprietary 


*Total Sales 


. 


10-Month Totals 
$ Millions 
1957 1956 
39,303 36,295 
12,345 11,958 
16,063 15,698 
9,338 8,822 
8,497 8,469 
11,623 11,630 
32,590 30,092 
12,497 11,371 
5,116 4,673 


162,882 153,858 


ncludes data for kinds of businesses not shown in above nine categories, 


October 

$ Millions 
1957 1956 Change 
4,109 3,729 1.10.2 
1,265 1,227 +. 3.1 
1,849 1,808 + 2.3 
1,081 1,034 L 4.5 
926 956 3.1 
1,254 1,290 2.8 
2,930 2,830 1 3.5 
1 262 1,180 1 6.9 
573 480 1.19.4 


16,805 16,130 t 4.2 


% 
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? 


furniture and appli 


| 
it lumber, building mater 


g 
hardware dealers. 

How can we explain these 
i 


between goods 


trends as 


soft lines 


versus hard goods? The answer must 
/ 


recession periods 


consumers can defer purchase of 


ertainly be that in 


big 
ket items 


but must ontinue to 


incl food 


ung and drugs. The pl 


| the necessities 1ding 
loth enomenal 
good showing ot drug store 
gained 19% in October can of 
be attributed to the As 


bemic, However 


fundamental basis for the 


which 
course 
lati flu ep 
there may be a more 
onsistently 
200d performance of soft goods lines 


ha 


post-war 


; 


o do with t that the 


baby 


ny 
crop now Cat hing 
estimate put the 
food, cloth 


SSO) 


teens. Recent est 
age cost per ¢ hild 


and other 


To! 
essentials a tor 

teenage! is 
mall child. As 


msumer bud 


areas, ‘ . y m: > oir 


against S?TtUU Tor a 


rerts 
— 


iburbar 


| 
i 


reasingly larger allowances 


lothing n 


TOOK 


edical and ex 


penses gasoline auto transportation 


“TK not to speak of the expense of 
idding additional wings 
Such 


pur hase ot 


more 


housing space whose 


} 
ask homes 


the first 


ind appli 
inces occurred in post-war 
suburban expansion evi 
lently now find the replacement of 


appliances to be of 


lecade ot 
secondary impor! 
ince to the problem of maintaining 
living standards for growing children 

Among the states expected to re 
port better-than average performance 


this De ember is 


compared with 


December are 


\labama New Mey 
\rizona 
I lorida 


| oOulsiana 


T he lead ng t 
City National Index 
are: 
Ky 
Florence-Shefhield 


Ala 


Conn 


La xington 


‘Tuscumbia 
Middletown 
Orlando, Fla. 
Port Arthur, Texa 
Asheville, N. C. 


St. Petersburg 


110. 
110.5 
110 
110 
109. 
109. 
108.7 
108 
108.4 


Fla 
Gia. 
Bethlehem, Pa 
‘Trenton, N. J 
Niagara Falls, N. ¥ 

Conn 
Pa 


San Diego, Cal 


Savannah 


New London 


Norristown, 
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Research Depart 
Statistics 


the 


Management's 
the aid of Market 
maintains running charts 
of 302 of the 


country 


Sales 
ment with 
Inc 
business 
market 
Canada 


on 
leading 
and 


progress 


centers f this 


Monthly 


measuring 


which ar is in 

include debits 
llections, Department of ( 
f independent 


sank rey 


lata 
bank sales 
omm 
stor 


veys 


orts nd 


I} i 
herewith cover 
for a 
Bureau of 
directly 


saies estimate 


expected dol 
retail activity as defines 
the ¢ The fh 


sitn 


the 


ensus 
irable with 
sales as 


estimate f retail 


SM’s Sura f 


Buying 


Thre: 


¢ 
hirst 


Figures Ar 
Index 1957 
back directly t 


and is 


Index 

peeing City 
his figure ties the o 
194 ( 


the long 


ensus valuable for gaugi 

change in market It is 
ratio. A figure of 400. 
for example, means that total retail sales 
in the city for the month 
) the sare 1948 mx 


term 
expressed as a 
will show a 


gain of 300% over! ntl 
In ¢ 
1951 


Census results 


unada the year 


the most recent 


The econd 
vs. 1956 is similiar t 
that last year th 


Index 19 
hirst 


ngure City 


the except 
base year 

term studies ‘ 
and the together giv 
pictu f 


the last ( 


more 
first 
the 


rounded how 


grown since ensus how 


business is today ompared with t 


yea 


The third 
1957 vs 
to the 
the 
month 


Index 


ch inves 


column “City-National 


1956 relates the ity’s 
change tor 
have this 
gain overt the 
month | ‘ but the rate of 
than 


figures in this ¢ 


total probable national 
period A 


sizable 


same city may 
sare 
gain 
yy more that 
where the 
that tor 
Inde ‘ is 
index figure i 


e nation 


cities 
orabl than 

National 
the 


The Dollar 


total 


Millions rive 


fe 


for 


Figure, 
int of fF sales 
projected month Like all estimates 

likely to happen in the future 
the follas the resultant 


the am the 


f 
what is 


both figure and 


index figures can, at best, be n good 


approximations they are necessarily 
trends. A 


estimates for 


| since 


proye clions of 


is made in the d 


existing owance 


llar 


the 


expected asonal trend and = cyclical 


movement 


] he s¢ exe sive 
tected by copyright 
re produ { 


ire fu 
must 


mates 
They 
form, in 
Written permission 
MANAGEMENT, IN 


n printed wh 


in part, without 


SALES 


for These 


adve rtising 


Suggested UsnNes 
f | 


a special 


Data inelude 


and pl 


I smouden 


drives in spot cities, (b) a guide for you 


branch 
ing sales « 
forman 
letters for 
stalling 


where 


and 


juotas 


stimulating 
their 


RETAIL 


district 
d 


igainst pe 


alibis 


SALES 


f 
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UNITED STATES 


150.5 


Alabama 
*® Birmingham 


& Florence - Sheffield 


Tuscumbia 


te Gadsder 
Mobile 
Montgomer 


Arizona 
®& Phoenix 


Tucsor 


Arkansas 


Fort 
we Little 
Little 


Smith 
Rock-North 
Rock 


California 


Bakersfield 
Berkeley 


Fresno 


Long Beach 


Los Angeles 


Oakland 
Pasadena 


Riverside 


Sacramento 


Diege 


Jose 


Santa Ana 


san Bernardino 


Santa Barbara 


Stockton 


Ventura 


Colorado 


w® Colorado 
t& Denver 
® Pueblo 


Springs 


163 


280 4 


nanagers, 


checking actual 


tentials ‘ 
salesm«e 


f 


FORECAST 
December, 19 
City 


Nat'l 


reyvis 


‘ 
(mill 
December 


19 


HIGH SPOT CITIES ; : 
RETAIL SALES FORECAST 3 (Ba, NEW LONDON'S 


See the Survey of 
Buying Power for 


full population, sales ff AG Clothing Sales 
and income data ay i] ; 
2nd in Connecticut! 


on these cities. 


$14,804,000 above average volume! 


RETAIL SALES FORECAST With $679 per family spent 


$ 36 068 OOO Ss recast for December, 1957) on apparel this year... . New 
, / 


City 


FOOD MARKET a London's clothing sales are 


second in all Connecticut cities 
Index Index $ 


| | | 1957 1957 (Million with a population of 25,000 
Stamford s toe sales are / ‘ 
vs December or over. (SM ‘57 Survey) 


1956 1957 


62% above average volume 


lo be sure of influencing the Cover this isolated, "hi 
families that haul these tre- Connecticut 168.7 , spending’ city éasily, effec 


Bridgeport 131.7 P 1s tively, in The Day—New Lon 
out of local food stores you te Hartford ‘ 


mendous orders of proceries 


don's only daily 
must pre-sell them through Meriden 


allingford ; 
the Advocate It gives you Walling 
tw Middletow: 6 117.0 
Q7¢ of 


unmatched 6 coverage 


New Haven 5 99.3 


Stamford homes dy New Londen 7 110.9 


Norwich 7 100.6 


Stamford Advocate ita i; a se Che Day 


NEW LONDON, CONNECTICUT 
STAMFORD, CONN. National Representatives 
Ye Delaware 101.7 9% 55.7 GILMAN, NICOLL & RUTHMAN 


Wilmingtor 102.1 100.1 
» Julius Mathews Special Agency, Inc ® ae 


District of Columbia 
——EE 128.1 104.6 


This Is Eastern Connecticut ataaeeenes — 


$6,160 Family Income Florida ae cee, ee M | D D L ET 0 W N 


w& Fort Lauderdale. 366.5 109.5 107.4 22.17 


$4,061 Family Sales w& Jacksonville 193.4 103.8 1018 45.36 


% Miami 2218 108.2 106.1 86.60 


a 
" sal a Leads the Nation 
19.000 familie with $424 dehionnaas aoe _ 


w Pensacola 245.1 105.8 103.7 14.02 
w St. Petersburg 260.9 112.7 110.5 29.92 


. . 7 7 
ize U.S, family offers ad te Tampa 256.0 109.1 107.0 41.26 in Sales Activity 
vertisers a big $301,903,000 


income target They spend 


more to spend than the aver 


Georgia 101.1 
Albany 100.4 In November, Middletown was again the 
a total of $199.803.000 tw Atlanta 102.1 nation’s No. | High-Spot City — 14.7% 


Augusta 3.1 above the national sales trend! 


$170 more for retail goods 


Only one thing to remember Coluwbus 97.0 a 
Tie into this soaring sales curve now — get 
when you make plans for this Macon 95.8 : : 
: . : 112 an ever-increasing share of Metropolitan 
‘ ’ > Savannah 7 ; : 
market: it's isolated, can't be aciacameaae , Middletown's fast-growing volume—through 
old with the edge of outside the Press. No combination of outside news 
circulation You need the Hawaii papers comes anywhere near equaling its 
) 6.8 fi : 
broad solid impact of the wy hanes 10 coverage of this $97,275,000 retail market 


Bulletin . . 
idaho 102.0 1000 75 You Always Get More in Middletown 
4 e oise 102.4 100.4 
Norwich Bulletin we 


and Norwich Bulletin-Record (Sund } 
° aumenee paces aad Illinois 145.3 103.7 101.7 THE MIDDLETOWN PRESS 


%& Bloomington 127.1 102.5 100.5 
wt Champaign i e MIDDLETOWN, 

Urbana 138.5 102.7 100.7 

& Chicago 136.8 1047 102.6 

Danville 127.2 95.9 94.0 


Bulletin Sunday Record 
24,965 Daily 21,017 
Represented by 
The Julius Mathews Special Agency Inc 
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HIGH " " 
27,500 Families _ reran rade tl Must" Prospects 


Spend 41% More oad an Sag in York County 


Buyi 
full population, sales 
for Drugs and income data The big York County mar 

on these cities. | ket ($99,442,000 sales) is 
Norwalk area families pour FOR DECEMBER, 1957 « 
$4,811,000 into drug store concentrated net 
cash registers ... for an Biddeford-Saco 
average of $175 per famil RETAIL SALES FORECAST the families . 

11% above the national S.M. Forecast for December, 19% retail sales 
average. City 
City Natl 
Index Index $ of apparel... 49% of gen 
paste Norwalk area fami- 957 1957 19 ( Million 
les—with $8,846 income ; vs 
can and do buy big, fancy 948 1956 195% 19 Biddeford-Saco is the only 


automotive sales 
Whether it’s aspirin or tooth 


eral merchandise sales 


vs December 


and extra. They’re well key to success in selling 
worth cultivating—and you Wlinois (cont'd.) York County and the 
can do it most effectively 
through the area’s local 
daily, the Hour. 


Decatur 156.3 99.2 é only newspaper that covers 


Cast St. Lewls .. 290.9 and sells— the twin-city 


market is the Biddeford 
land-€ Moline 141.0 106.1 


The Norwalk Hour Peoria 137.2 100.6 f 22.7 Journal. 


Rockford 166.5 101.4 
NORWALK, CONN. Springfield 139.8 100.3 98.3 } THE BIDDEFORD 
96% Coverage of A.B, 


City Zone (60,425) Indiana 3 ; SOS 08 JOURNAL 
57% Coverage of Evansville 140.5 ‘ 


the Trading Area Fert Wayne 99 « . 24.5 BIDDEFORD, MAINE 


Represe nted by % Gary 102 3.3 Represented by 
The Julius Mathews Special Agency, Inc 


% Moline-Rock Is 


Indianapolis 9oR.2 86.8 The Julius Mathews Special Agency, Ine 


w Lafayette 103.¢ 1.28 —_ = - 


ONLY the RECORD and JOURNAL = * "or 100.7 


w® South Bend 103.9 


Terre Went 20 | (Be Great Market for 


lowa 97 Victuals 


Cedar Rapids 


Davenport 33.6 ‘ | : : or V8s 


Des Moines 


COVER % Dubuque sha High-priced or low-priced prod- 


W Sioux City ucts Kennebec County 
j & Waterloo , . families buy freely. Automotive 
Meriden + Wallingford, Conn. ret 
purchases, for example, are $79 
Over $9 million was Kansas 238.12 per family $105 above average 
spent last year in Meri- Hutchinson 5 «O94 92 ;05 Food $311 above. Total sales pet 
den - Wallingford plant Kancas City ad 94.2 527 family $563 above 
expansion. Result? More de Topeka 
new jobs more new #e Wichita ; 2 4) 92 lo get your full hare of 
sales opportunities for Kennebec County's $102,894 
you Hartford and New OOO sales, use the trong local 
. ; oe 
Haven newspapers hard- Kentucky impact of the Augusta Kennebec 
ly touch this market of 7 : Journal. It covers the state capi 
nearly 100,000. The nee se : . tal completely blankets the 
" 7 . fw Paducah : 16 : 
Record and Journal give 
you 97°/, coverage! home 
Louisiana 


w® Baton Rouge r ‘ , " AUGUSTA 

T| M o Ww Lake Charles ) 46 6 
he eudem — KENNEBEC JOURNAL 
Monroe 


RECORD and JOURNAL te New Orleans 


tw Shreveport 


large! part ol the count 


AUGUSTA, MAINE 
Meriden * Connecticut 


rior Representatives 


Represented by The Julius Mathews 
Special Agency, Inc 


Giiman, N ct & RuTHMAN 


Maine ] 7.7 103.23 
Bangor 97.3 7.67 
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FOOD PER PERSON 


554,300 people in the 9 county 
Portland, Maine, market spend 
$266,000 above national average 
for food. 

The Portland, Maine, market 
tops the family food purchasing 
averages of 47 states. 


Whats 


SS ie 


Tr 


MORE 


a - 


® 161,300 


families 


$1061. per 
family in 
food sales 
64% of Maine’s food sales 
are made in the big 

§ county Portland area ~— 
more food sales than in: 


$171,370,000 


food sales 


18%. more 


food per New Hampshire 


Vermont 
N. Dakota 
S. Dakota 


or Wyoming 


Idaho 
Delaware 
Montana 


Nevada 


person 


EXPRESS f 


EVENING 


represented by the 
Julius Mathews Special Agency 


See the Survey of 
Power for 


full population, sales 


and income data 
on these cities. 


FOR DECEMBER, i957 6 


RETAIL SALES FORECAST 
(S.M_ Forecast for December, 1957) 


City 
Index 
1957 

vs 

1948 


Maine (cont'd.) 


w® Lewiston-Auburn 134.9 


Portland 135.3 
173.6 
148.8 
123.6 
154.6 


Maryland 
Ww Baltimore 
Cumberland 


Hagerstown 


Massachusetts 
146.7 


138.5 
131.2 
118.2 
143.1 
131.7 
124.6 
132.5 
123.6 
139.8 
132.2 
141.9 
132.6 


Boston 
Brockton 
Fall River 
® Holyoke 
w& Lawrence 
Lowell 
w® Lynn 
New Bedford 
Pittsfield 
Salem 
Springfield 


Worcester 


Michigan 
Ww Battle Creek 
w Bay City 154.0 
® Detroit 138.1 
Flint 187.3 
Grand Rapids 
w& Jackson 


158.0 
140 5 


149.8 
153.3 
Kalamazoo 166.2 
162.6 
155.3 
194.7 
138.5 


Lansing 
Muskegon 
® Pontiac 
Port Huron 
Royal Oak 
Ferndale 228.3 


aginaw 


Minnesota 
® Duluth 
Minneapolis 
St. Paul 


Mississippi 


Jackson 


141.0 
159.6 


Meridian 154.5 


City 
Index 
1957 

vs 

1956 


101.3 
102.7 
102.4 
102.7 
101.1 

97.5 
103.5 

99.0 
100.8 
101.6 
104.9 


City 

Nat'l 

Index $ 

1957s ( Million) 
vs December 

1956 1957 


328.08 
152.91 
6.72 
7.45 


617.46 
148.77 
9.20 
12.15 
8.38 
12.18 
11.% 
13.17 
13.09 
8.56 
7.15 
27.79 
29.65 


99.2 382.41 
105.1 16.49 
996 94.10 


97.6 49.68 . 


SALES MANAGEMENT 


HIGH SPOT CITIES RETAIL SALES FORECAST 


(S.M. Forecast for December, 1957) 


RETAIL SALES FORECAST s city Food Sales 


See the Survey of City City Nat'l 
Power for index Index Index $s 


al ppt, aes | ee cum ~~ 46% ABOVE PAR 


vs s vs December 


FOR DECEMBER, 1957 « —s teiatadd SALES IN’ LITTLE FALLS 
GROCERY STORES ARI 
460%, HIGHER THAN IN AN 
. ‘ \ Cy ( 
RETAIL SALES FORECAST Nebraska “alpcns : AVERAAR le 


Lincoln 
(S.M. Forecast for December, 1957) 


City 


City City Nat'l 


Omaha ; ; : Food is a big item in the family 
budgets of this industrial-agri 
cultural area——-adds up to $8 
760,000 


Index index Index $ 


1957 1957 1957 (Million Nevada 

vs vs vs December %& Reno 
The Times is the only newspaper 

1948 1956 1956 1957 
covering the Little Falls market 
only daily that can talk your 
: 
New Hampshire brand up throughout the 
Missouri 136.0 | _ -_ ; area. The 
Joplin 129.8 1 ¢ ww Manchester 144.0 


entire 
limes covers the city 


completely, reaches a greater 
Kansas City 119.0 : 97 Nashua 


St. Joseph 124.3 
St. Louis 125 


number of homes in the sut 
rounding area——blankets 75% of 
the entire market 


Sorin | 142 
ss New Jersey 


& Atlantic City 7 } Li \ il e 
sinie ay ittle Falls Times 
Montana 133.2 976 9% Elizabeth , 4 87 LITTLE FALLS, N. Y 
Billings 155.8 99.2 7.3 j Jersey City 
Butte 131.2 ‘ ¢ Hosoken 6 ‘ 4 Represented by 


Great Falls 147.4 1010 Newark 2 99.7 1.7 The Julius Mathews Special Agency, Inc 
& Passaic-Clifton 


®& Paterson 
& Trenton 


Sputnik ? ROME, N. Y. 


New Mexico 215: 103 OFFICIAL 
w® Albuquerque ‘ 
THAT Was POPULATION NOW 


Our Sales Curve! new York 27 1007 204933 47,920 


w® Albany 7.6 25.60 
The shopping needs of a three Binghamton 96.2 94.3 13.60 According to U. S. Census Bureau 
county market explode into tre- Buffalo 97.6 95.7 85.45 
mendous activity in Waterville’s Elmira 
stores. Sales of food, general te Hempstead A GAIN OF 
merchandise, apparel, automo Township 26 2 5.47 14 99 
tive products, lumber, building te Jamestown 12. 1.3 s 0 
materials, hardware are miles te New York 28.3 SINCE 1950 
above average. Total sales 90% w Niagara Fall f 


Special Census completed April, 1957 


Booming Rome s the hut f 
above, automotive 104‘ Poughkeepsie 32,700- population market with 


& Rochester 9d , $193,020,000 income and $130,854,001 


Ihe Waterville market—-with 

$138,500,000 retail sales—-is a 

4 O7t Oo f ry ry et 

great place to be if you're selling a 13 98 «9 87 ieee siniaveisiana 
and you're reall IHERI t Trey 


when youre in the Sentinel ~ ! 1019 999 oa ROME 


with complete cov 


Waterville, 66% of the DAILY SENTINEL 


market 


Rome 53 ) 7, 5 93 retail sales The Sentine ilone 


covers Booming Rome ind t 
Schenectady 


Nor?’ Carolina ASL. 17,903 
179.2 re ROME. N.Y, 


Waterville Sentinel «°° ; M2 9 eat sete calle 


WATERVILLE, MAINE wid 1.3 W. 5. DeHimer, Adv. Dir 


for complete merchandis ng and 


Represented by w Greensb 


marketing services to suppleme nt 


The Julius Mathews Special Agency, Inc Highpoint 


your advertisin j 
Raleigh 


DECEMBER 4&4 


1957 
Salisbury Post 


BRAND 
PREFERENCE 
SURVEY 


now ready. 


Would you like 
a copy? 
It's FREE! 


t Write 
Salisbury Post 
Salisbury, N. C. 


mSarisnuny EVENING Post ® 
TSarisauay SuNDay Posta 


== 


SALISBURY, NORTH CAROLINA 


INVEST NOW IN 
ONE OF THE NATION'S 


Fastest-Growing 
Metropolitan 
Markets 


$373,929,000 Income 
$226,709,000 Sales 


These are only the current meas 


urement of a vigorous young 


market going place To be sure 
youre really selling this growing 
market-——with increasing sales vol 
une yeur ifter year you 


chedule the 
the area’s No 


must 
Chronicle Telegram 
| newspaper in news 


and ad linage 


Chronicle-Telegram 


“The Family Newspaper” 


ELYRIA, OHIO 


Circulation 22,094 ABC 9/30/56 
DOUBLE the Number of City Families 


Represented by 
The Julius Mathews Special Agency, Inc. 


128 


HIGH SPOT CITIES 
RETAIL SALES FORECAST ¢ 

See the Survey of 

Buying Power for 

full population, sales 


and income data 
on these cities. 


FOR DECEMBER, 1957 « 


RETAIL SALES FORECAST 
(S.M. Forecast for December 
City 
City City Nat'l 
Index Index Index $ 
1957 1957 1957 = (Million) 
vs vs vs December 


1948 1956 1956 1957 


North Carolina (cont'd.) 

180.4 95.5 93.6 
176.3 98.5 96.6 
Winston-Salem 194.8 95.3 93.4 


Salisbury 


Wilmington 


North Dakota 


1226 106.1 104.0 75.20 
Fargo 1396 1065 1044 9.47 


io 160.9 100.1 98.1 1,176.89 
%& Akron 162.4 1046 102.5 51.56 
Canton 148.6 99.0 97.1 
Cincinnati 145.6 97.5 95.6 


w Cleveland 146.6 102.8 100.8 
& Columbus 175.2 105.2 103.1 


22.43 
89.74 
169.89 
80.57 
Dayton 164.4 97.2 95.3 56.07 
Elyria 160.0 96.8 94.9 6.69 
Hamilton 175.5 95.8 93.9 12.00 
Lima 1510 979 96.0 10.57 
®& Lorain 173.1 1048 102.7 9.85 
Mansfield 166.1 92.0 92 10.83 
Middletown 156.2 96.1 942 6.92 
Portsmouth 143.5 946 92.7 7.16 
Springfield 149.2 94.5 92.6 14.01 
Steubenville 171.1 95.7 93.8 9.25 
Toledo 135.9 16.5 94.6 52.34 
Warren 174.3 99.7 97.7 11.67 
104.0 102.0 34.55 
Zanesville 148.2 98.6 96.7 7.60 


# Youngstown 162.5 


Oklahoma 143.1 999 97.9 235.49 
te Bartlesville 176.7 104.4 102.4 4.03 
138.9 1014 99.4 5.14 
Oklahoma City 166.2 97.7 95.8 


Muskogee 
48.06 
w Tulsa 173.1 102.8 1008 39.48 


Oregon 126.6 950 93.1 
Eugene 128.4 92.6 90.8 


202.79 
10.26 
Portland 123.3 94.8 92.9 71.15 

%& Salem 131.6 102.3 100.3 9.91 


Pennsylvania 
100.8 98.8 1,226.55 


& Allentown 102.4 100.4 20.08 
w Altoona ; 102.6 100.6 9.25 
& Bethlehem 112.2 110.0 9.21 
t& Chester 102.5 100.5 12.10 

Erie 98.2 96.3 20.93 
w& Harrisburg 102.7 100.7 20.86 

Hazleton 4 95 975 4.86 
%& Johnstown 7.0 107.2 105.1 12.32 

Lancaster 97.1 2 13.50 
110.6 108.4 8.47 
Oil City 96.2 94.3 2.60 


% Norristown 


.. above all delta miss 
Penn’s 3“ 
largest market. 


You'll be missing your share of $80.5 
million a year in retail sales if you 
miss the Bethlehem families that make 
up Penn’s 3rd largest market-—Beth- 
lehem-Allentown! And it takes the 
GLOBE-TIMES to do the job right. 
(All other papers combined don’t 
reach even % of them!) Are you miss- 
ing them... or reaching them? 


The Bethlehem 
Globe-Times 


Rolland L. Adams, Publisher 


Callagher-DeLisser, Inc., National Representatives 


Sell Altoona 
In the 


MIRROR 
any day or 
every day with 


Rop Full 
COLOR 


Color - wise advertisers used 
225;885 lines of ROP Color 
Advertising in 1956... pushed 
Altoona sales to all-time high! 


Elltoona 
M2irror 


ALTOONA, PA.'S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


SALES MANAGEMENT 


HIGH SPOT CITIES 


RETAIL SALES FORECAST $ 
See the Survey of 
B Power for 
full population, sales 
and income data 
on these cities. 


FOR DECEMBER, i957 6 


RETAIL SALES FORECAST 
S.M. Forecast for December, 1957) 
City 
Nat'l 
index Index $ 
1957 1957 (Million) 
vs December 
1956 1957 
Philadelphia 98.2 276.51 
110.31 
Reading l 17.29 


Ww Pittsburgh 7 100.9 


Sharon l 5.67 
Scranton < 98.5 5.6 15.32 
w Wilkes-Barre 3 ’ 7 12.05 
Williamsport 3 >. 7 7.54 
York > ; 13.62 


Rhode Island 


Newport 133 
Providence 120 


Woonsocket 115.‘ 


South Carolina 
179.32 
%& Charleston 


14.98 


w® Columbia 
w Greenville 


18.46 
15.09 


Spartanburg 9 7.84 


/ 


South Dakota 
106 
ww Aberdeen 98 
Rapid City 166 


Sioux Falls 120 


Tennessee 45 g 
Chattanooga 100.3 


304.10 
25.90 
Knoxville 100.4 ; 25.12 
Memphis 65.88 
Ww Nashville 39.32 


NEWPORT 


RHODE ISLAND'S RICHEST MARKET 


Newport County's $16,458,000 food mar 
ket is a natural for the promotion of 
brand sales — averaging $914 food sales 
per family. The Daily 
newspaper able to do the job — with 100%, 
coverage of the city zone where 61%, 
of the people and 66°, of the sales are con 


centrated 


News is the only 


and 63°/, coverage of the 
entire county 


The Newport Daily News 


Newport County's Only Daily 


Largest Circulation 
in Southern Rhode Island 


Represented by 
The Julius Mathews Special Agency, Inc. 


DECEMBER 6, 1957 


RETAIL SALES FORECAST 


(S.M. Forecast for December, 1957 


City 
Nat'l 


index 


Texas 
®& Abilene 
w® Amarillo 
® Austin 
w® Beaumont 
w Corpus Christi 
® Dallas 
w® El Paso 
Fort Worth 
w® Galveston 
Houston 
Laredo 
Lubbock 
Port Arthur 
San Angelo 
San Antonio 
Texarkana 
Tyler 
Waco 
Wichita Falls 


Utah 
Ogden 
Ww Salt Lake City 


Vermont 
W® Burlington 
w® Rutland 
Virginia 
Danville 
Lynchburg 
Newport News 
Norfolk 
Portsmouth 
w& Richmond 
w Roanoke 


Washington 
Bellingham 
Everett 

w Seattle 160 
Spokane 150 
Tacoma 140 
Yakima 124.5 

West Virginia 

1344 

tw Charleston 143 

& Huntington 160 
Wheeling 


Wisconsin 

w& Appleton 
Beloit-Janesville 
Green Bay 
Kenosha 
La Crosse 
Vadison 

w& Milwaukee 
Oshkosh 

ww Racine 
Sheboygan 

w& Superior 

Wyoming 

w& Casper 

Ww Cheyenne 


$ 
(Million 


Decembe 


RETAIL SALES FORECAST 


S.M. Forecast for Decembe 


CANADA 
Alberta 


w Calgary 
Edmonton 
British Columbia 
Vancouver 150.9 
w® Victoria 


Manitoba 


Winnipeg 110.0 


New Brunswick 
Saint John 123.9 


Nova Scotia 
Halifax 132.8 


Ontario 
Hamilton 

& London 
Ottawa 

% Toronto 
Windsor 


Quebec 


*® Montreal 


Quebec 


Saskatchewan 


tw Regina 135 


FAMILY 
BUYING! 


Woonsocket families out 
spend the Rhode Island aver 
age by a wide margin in im 
portant sales categories. In 
Food, the Woonsocket aver 
age sales are 22°/, higher than 
the State average in 
Appare! 20°/. higher (SM '57 
Survey) Reach this 100,000 
plus trading area at low cost 
through its one-and-only local 
daily, the-— 


WOONSOCKET 
CALL 


Representatives: Gilman, Micet! & Ruthmes 
Affiliated: WWON, WWON-F 


COVERS RHODE ISLAND'S 
PLUS + MARKET 


1? 


SALES GAINS AND LOSSES 


People may talk about putting an end to their smoking habits, but third 
quarter sales figures from tobacco industry leaders indicate most of it’s just 
talk. All but one (American Tcbacco Co.) of the big four. have reported sales 
gains. Even though its sales decreased, American still tops these companies 
in nine month totals with $798.5 million this year against $803.7 million for the 
same 1956 period. R. J. Reynolds Tobacco Co. is second in volume, reporting 
sales of $785.6 million for the current nine months; up 11% over last year’s 
$/04.4 million. Liggett & Myers shows a slight gain; $434.4 million this year, 
$420.5 million last year for nine months. P. Lorillard Co. reports the highest 
percentage gain. Its 1957 nine month total of $190.0 million is up 28% over 
1956's same period figure of $150.6 

General Motors Corp. leads the following representative group of companies 
in volume with a nine month sales total of $8,235.0 million; up 1.1% from 1956’s 
same period total of $8,144.0 million 

Key—f is for fiscal year 


Figures are shown in millions of dollars. 


Company Period 1957 1956 Company Period 1957 1956 
ABC Vending Corp 39 wks 42.1 41.7 Diamond T. Motor Car 9mo 349 35.7 
Allied Chemical & Distillers Corp 
Dye Corp 4 mo 171.4 156.8 Seagrams, Ltd f 746.3 732.1 
Allied Products Corp 9 mo 16.3 20.6 Dow Chemical Co 3 mo 166.3 162.4 
Aluminum Company Du Mont (Allen B.) 
of America 9 mo 656.0 656.2 Laboratories, Inc 7 mo 30.1 344 
American Bosch Arma 
Corp }mo 101.0 86.7 Et. duPont de Nemours 
American Can Co 9 mo 661.1 638.5 & Co 9 mo 1,494.7 1,393.2 
American Chain & Cable 9 mo 87.3 86.1 Eastman Kodak Co 6 wks 541.4 500.6 
American Crystal Sugar 6 mo 31.9 30.4 Erlanger Mills Corp yr 28.0 28.7 
American Gotical Co 9 mo 59.5 56.5 
American Potash & Falstaff Brewing Corp 9 mo 76.0 65.2 
Chemical 9 mo 32.6 31.1 Fisher Bros. Co 40 wks 74.7 68.0 
American Steel Fort Wayne Corrugated 
Foundries 12 mo 122.6 117.1 Paper 40 wks 18.6 18.2 
American Tobacco Co 7 mo 798.5 803.7 Foster Wheeler Corp 9 mo 118.5 718 
American Viscose Corp > mo 172.5 176.2 Fruehauf Trailer 9 mo 187.6 212.9 
Anheuser-Busch, Inc 9 mo 177.3 169.0 
Arvin Industries 9 mo 53.3 44.1 Gardner-Denver Co 9 mo 54.7 47.1 
A %. R. Products Corp )mo 21.1 15.4 General Aniline & Film 9 mo. 102.9 96.0 
Avon Products, tne 7 mo 63.4 55.0 General Dynamics Corp. 9 mo 1,133.1 715.5 
General Electric Co 9 mo 3,169.2 2,962.7 
Babcock & Wilcox Co 9 mo 269.1 201.9 General Motors Corp 9mo 8.2350 81440 
Bethiehem Steel Corp 9 mo 2,002.0 1,659.5 Georgia Pacific Corp 9 mo 108.0 77.8 
Blaw-Knox Co 9 mo 132.0 119.0 Gerber Products Co 6 mo 59.8 53.0 
Borden Co 9 mo 694.8 647.2 Gillette Co 9 mo 150.2 153.6 
Sridgeport Brass Co 9 mo 1118 127.7 Glidden Co yr 225.5 226.2 
Globe-Union, Inc 9mo 47.4 40.6 
Carpenter Paper Co ) mo 65.‘ 63.4 Goodrich, B. F., Co 9 mo 560.8 538.6 
Celanese Corp. of Goodyear Tire & 
America > mo 145.5 136.9 Rubber Co 9 mo 1,082.4 1,010.5 
Cerro de Pasco Corp 7 mo 82.6 100.6 Granite City Steel amo 93.9 104.5 
ertain-Teed Products 9 mo 64.0 72.0 
Chance (A. B.) Co 7 mo 15.3 13.7 Haloid Co 7 mo 19.3 17.2 
hance Vought Aircraft 9 mo 145.4 77.1 Harsco Corp 9 mo 66.4 60.4 
Chrysler Corp 9 mo 2.7458 1,455.4 Hercules Powder Co 9mo 187.9 177.5 
lark Equipment Co ) mo 109.0 111.6 Hewitt-Robins, Inc 9 mo 41.4 38.9 
Colgate-Palmolive Co 9 mo 210.5 222.9 
{ yllins Rad 10 Co yr 12 ,y 125 1 Interc hemical Corp ymo 52 9 82 7 
Cone Mills Corp 9 mo 131.4 120.6 Jervis Corp yr 14.4 14.8 
onsolidated Cigar Corp. 9 mo 56.0 53.6 Johns-Manville Corp 7mo 233.3 228.8 
ntainer Corp. of Johnson & Johnson 9 mo 198.5 182.8 
America > om 192.4 208.9 Jones & Laughlin Steel 
Continental Can Co 9 mo 805.1 774.7 Corp 7 mo 650.8 537.9 
Continental Steel Corp. 9 mo 33.7 46.6 
wn Cork & Seal >mo 49.3 88.5 Lamson & Sessions Co 7 mo 30.8 28.8 
yn Zellerbach Corp 9 mo $50.1 443.9 Liggett & Myers 
Tobacco Co imo 4344 420.5 
un River Mill 9 mo 119.0 79.2 Lily-Tulip Cup Corp 9 mo 61.7 55.8 


INQUIRE HOW YOU CAN EARN 

$1,650. PER MONTH AS A MAN 
A DMAT | Cc AGER WITH ONLY $500. INVESTED. 
WRITE HUMANICS INSTITUTE, BOX 
205, URBANA, ILL 


Sells and Tells your story 
continuously with JO 
color slides 

New CINEMATIC 


continuous trouble-free 


cabinet projection for 


If you use form letters in lots of 25 copies 


your iémm movies, Rent to 100,000, you'll want to see these clever, 

or Buy 4-color, preprinted letter-sized forms that 

SM get ANY message off to a flying start; com- 

mand attention and respect! FREE cata- 

IHE H A i W A I 1) co. logue. Write to NATIONAL CREATIVE SALES, 
1030 Leggett Ave., New York 55, N. Y. 


45 Chicago Ave., Evanston, Ill, « Ph: DA 8.7070 os dim 


Company Period 1957 
Link Belt Co 9mo 127.5 
Litton Industries yr 28.1 
Lockheed Aircraft Corp. 9 mo 645.7 
P. Lorillard Co 9 mo 190.9 
Martin Co 9 mo 308.1 
McCord Corp yr 40.2 
McGraw-Edison Co 9 mo 196.3 
McGregor -Doniger, Inc 9 mo 39.9 
McKesson & Robbins 

Inc 6 mo 283.0 
Mead Corp 40 wks 148.7 
Mead Johnson & Co 7 mo 37.8 
Minneapolis-Honeywell 

Regulator Co 9 mo 234.5 
Minnesota Mining & 

Manufacturing Co 9 mo 274.2 
Mohasco Industries 9 mo 74.6 
Munsingwear, inc 9 mo 24.5 
National Can Corp 9 mo 71.8 
National Cash 

Register Co 9 mo 277.9 
National Dairy 

Products Corp 9 mo 1,074.6 
National Distillers & 

Chemical Cor 9 mo 392.5 
Northrop Aiwcraft, inc yr 241.2 


Olin Mathieson 


Chemical Corp 9 mo 446.5 
Owens-Illinois Glass Co 9 mo 384.9 
Parke, Davis & Co 9 mo 337.5 
Pitney-Bowes, Inc 9 mo 33.5 
Pittsburgh Plate 

Glass Co 9 mo 471.6 
H. K. Porter Co 9 mo 116.7 
Pullman, inc 9 mo 111.2 
Revion, inc 9 mo 69.3 
Reynolds Metals Co 7 mo 331.8 
R. J. Reynolds 

Tobacco Co 9 mo 785.6 
Rheem Mfg. Corp 9 mo 147.5 
Rockwell Mfg. Co 9 mo 90.4 
Rohr Aircraft Corp 12 mo 115.7 
Rubberoid Co 9 mo 62.0 
Scott Paper Co 9 mo 204.6 
Seagram, Joseph E., & 

Sons, inc f 686.9 
Sherwin-Williams Co f 257.8 
A. 0. Smith Corp f 267.3 
Stauffer Chemical Co 9 mo 121.8 
Stewart-Warner Corp 9 mo 86.6 
Studebaker-Packard 

Corp 9 mo 147.4 
Sylvania Electric 

Products, Inc 9 mo 251.8 
Trane Co 9 mo 60.2 
Underwood Corp 9 mo 63.3 
Union Bag-Camp Paper 9 mo 120.0 
Union Carbide Corp 9 mo 1,045.9 
Van Norman industries 9 mo 35.6 
Vick Chemical Co 3 mo 27.9 
Westinghouse Air Brake 9 mo 186.0 
Westinghouse Electric 

Corp 9 mo 1,477.2 
White Motor Co 9 mo 171.6 
Yale & Towne Mfg 9 mo 95.2 
Zenith Radio Corp 9 mo 111.1 


1956 


122.3 

14.9 
514.3 
150.6 


228.7 
42.8 
187.9 
40.2 


271.4 
145.6 
32.7 
194.6 
235.9 
76.3 
20.5 
63.5 


236.9 


388.9 
322.5 


456.9 
371.2 


98.6 
30.9 


438.5 
101.9 
70.3 


61.3 
304.1 


704.4 
126.4 
81.6 
90.0 
59.2 
200.0 
677.0 
243.4 
238.2 
123.5 
89.0 
226.9 
246.1 
55.0 
62.3 
123.5 
971.3 


24.5 


25.5 
165.0 


1,015.8 
157.4 


90.5 


100.5 


dential heating equipment now 
process of developing several 
products, wants an aggressive mar 
ing manager 


ment with experience in respons 
position involving forecasting, s 
management, market analysis 

planning are essential qualificati 
Please furnish complete informa 
about yourself when replying. 

No. 3371 


MANAGER OF MARKETING 


Rhode Island manufacturer of indus- 
trial pumps, heat exchangers and resi- 


Training in marketing and manage- 


in 
new 


ket 


ible 
ales 
and 
ons. 
tion 


Box 


SALES MANAGEMENT 


Advertising Checki: Bureau, inc 67 
Agency: Harris & ilson, In 

Advertising Corporation of Americo 64 

Aero Mayflower Transit Company, inc 61 
Agency Caldwell, Larkin & Sidener-Van Riper 

nc 

Air Express Division, Railway Express 
Agency, inc. ‘ 84-8 
Agency: Burke Dowling Adams 

Akron Beacon Journal 84 
Agency: McDaniel Fisher Spelman Company 

Altoona Mirror 128 

American Chain of Warehouses, inc 12 
Agency: Caldwell, Larkin & Sidener-Van Riper 


nc 
American Telephone & Telegraph Company 
{Long Lines) 
Agency: N. W. Ayer & Son, Inc 


Architectural Record 78-79 

Victor Asselie Fur, inc 121 
Agency: Bolland-McNary, Inc 

Associated Business Publications 14-15 
Agency: Media Promotion Organization, In 

Aviation Age t4a 


Agency: The Schuyler Hopper Company 


Batten, Barton, Durstine & Osborn, Inc 16 

Bethlehem Globe-Times 128 

Better Homes & Gardens 528 
Agency: J. Walter Thompson Company 

Biddeford Journal 125 

Brown Forman Distillers Corp 74-75 
Agency: Ruthrauff & Ryan, In 

Burgoyne Grocery & Drug index, inc 2 


Agency: William Savage & Company 


Cannon Electric Company 47 
Agency: Willard G. Gregory & Company 

Celanese Corporation of Americo 50-51 
Agency: Ellington & Company, inc 

Chicago Sun-Times 28-29 
Agency: John W. Shaw Advertising, Inc 

Chicago Tribune 4th Cover 


Agency: Foote, Cone & Belding 
Chilton Company 
Agency: Gray & Rogers 
Cleveland Plain Dealer 94 
Agency: Joseph Guillozet Company 
Columbia Broadcasting System 86-87 
Container Corporation of Americo 92 
Agency: N. W. Ayer & Son. Inc 


58-59-116-117 


Dartnell Corporation 104 
Agency: Arthur C. Barnett Advertising 

Dell Publishing Company 5 
Agency: Robert T. Orr Associates 

Des Moines Register & Tribune 32 
Agency: W. D. Lyon Company 


Dow Chemical Company 70-71 
Agency: MacManus, John & Adam: 


Elks Magazine 9 
Agency: The McCarty Company 

Elyria Chronicle-Telegram 128 

Erie Times-News 8! 
Agen y Peter Z pr 

Fast Food 85 

Florists’ Telegraph Delivery 106 
Agency: Grant Advertising, Ir 


Robert Gair, Division of Continental Can 


Company 52A 
Agency: Batten, Barton, Durstine & Osbors 

Gardner Displays Company 100 
Agency: Vic Maitland & Associates 


General Outdoor Advertising Company 


2nd Cover 

Agency: McCann-Erick 

Graphic Calculators 110-111 
Agency: Roberts Buckley 4 G 

Greensboro News-Record 46 
Agency: Henry J. Kaufman Aq y 

Gulf Publishing Company 118 
Age y: Brennan. McG y Rot 

Harwald Company 130 
Agency: Kraft Advertising ’ 

Hearst Corporation 10-11 
Agency ynn Bake 

Hile Damroth, Inc 107 

The Schuyler Hopper Company 98 

Hotel New Yorker 119 
Ager y: Harry Atkinsor in 

Houston Post 6 


Agency Aylin Advertis ng Aqer 
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ADVERTISERS’ INDEX 


This index is provided as an additional service 
The publisher does not assume any tlebility for 
errors or omissions 
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ADVERTISING SALES 


VICE-PRESIDENT, SALES 
Randy Brown, Jr 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 


Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 


Virginia New 
DIVISION SALES 
MANAGERS 
New York—W. E. Dunsby, Wm 


McClenaghan, Charles J. Stillman 
Jr, John C. Jones, Elliot Hague, 
Howard Terry, Robert B. Hicks, Dan 
Callanan, 386 Fourth Ave., New York 
16, N. Y. LExington 2-1760 


Chicago—C. E. Lovejoy, Jr., West 
ern Advertising Director; W. J. Car 
michael, Western Sales Manager: 
Thomas S. Turner, John W. Pearce 
333 N. Michigan Ave., Chicago | 
Ill, STate 2-1266; Office Magr., Vera 
Lindberg 


Pacific Coast—Warwick S. Carpen 
ter, 15 East de la Guerra, Santa Bar 


bara, Calif.. WOodland 2-3612 

Industrial Equipment News 7 
Agency: Tracy, Kent & Company 

KOA-Radio 56 
Agency: Ball & David 

Kansas City Ster 49 

Augusta Kennebec Journal 125 

Lewis Kleid Compony 164 
Agency: Maxwell Sackheim & Company 

Lofoyette Journal & Courier 4 
Agency: Denman Rake r 

Little Falls Times 127 

McCall's Magazine 1 
Agency: Donahue & Coe 

Market Statistics 113 

Marsteller, Rickard, Gebhordt & Reed, inc 76 

Meriden Record-Journal 125 
Agency: Gordon Schontarber & A tes f 

Metal reper 20-21 
Agency: Durkin & Rade 


Middletown Press 124 

Mill & Factory 42-43 
Agency: The Schuyler Hopper Company 

Minneapolis Stor & Tribune 8 
Agency: Batten, Barton, Durstine & Osborn 

Modern Machine Shop 25 
Agency: Julian J. Behr Company 

Motor Age 90-9) 
Agency: Howard A. Harkavy, !a 

Multipiex Display & Fixture Company 102 
Agency. Arthur R. Mogge, In 

National Business Publications, Inc 96-97 
Agency: The Schuyler Hopper Company 

National Creative Sales, inc 130 
Agency: H. W. Hauptmann Company, In 

National Folding Box 57 
Agency: Smith, Hagel & Knudsen, In 

National Van Lines 80 
Agency Wade Advertising Agency, !n« 

New London Day 124 
Agency: Gordon Schontarber & Associates 

Newport News 129 

Newsweek 20 
Agency: Eryan Houston, Inc 

New York Times 21 
Agency: Sussman & Sugar, In 

Norristown Times-Herald 4 
Agency: St. Georges & Keyes 

Norwalk Hour 125 

Norwich Bulletin 124 

Oklahoman & Times 1% 
Agency: Lowe Runkle Company 

Orchids of Hawaii 120 


Agency: Jerry Goldstein Advertising 


Packer Publishi Company J 
Agency: Rogers Smith Advertising 

Pittsburgh Post-Gazette 60 
Agency: Dubin, Feldman & Kahn. In 

Portiond Press Herald Express 126 

Reynolds Metals Company ay 
Agency Buchanan & Company, In 

Rome Sentinel 127 

Soles Tools, inc 120 
Agency: George F. Koehnke Ir 

Selisbury Post 128 

Sargent & Company 102-121 
Agency: Van Lear Woodward Associates, Ir 

Saturday Evening Post 62-83 
Agency. Batten, Barton Durstine & Osborr 

ra 

Schell Leather Goods Company, Inc 66 
Agency: Strauchan & McKim 

Schieflelin & Company 65 
Agency: Donahue & Coe, In« 

Sioux City Journal-Tribune 120 

South Bend Tribune 54 
Agency: Lamport, Fox, Prel| & Dolk 

Stamford Advocate 124 


Successful Farmin 13 
Agency: L. E. McGivena & Company 


Sweet's Catalog Service ird Cover 
Agency: Muller, Jordan & Herrick 

Syrocuse Newspapers 95 

Ten Top Brands 101 
Agency: Jack Clenaghen Advert } 

Texlite, Inc 103 
Age y. Rogers & Smith Advert } 

Toledo Biade-Times 12 
Agency. Bla Advert 3 Agency 

Unifiims, inc 80 
Aae y Sver Th blad she Engines 

> mpany 

United Airlines 105 
Age y N. W. Ayer & Sor 

U. S. News & World Report 10-31 
Agency: MacManus, John & Adar 

WHEF (Moline-Rock Island) 68 
Agency: Ciem T. Hans Corny y 

Wall Street Journal 114 
Agency: Martin K. Speckter A 

Waterville Sentinel! 127 

Wheeoton Van Lines, Inc 119 
Agency Frank Advert j 

Wheels, Inc 27 
Agency: The Mautner Agency 

Woonsocket Call 129 
Age y GS jor ct fart RA 

Young & Rubicam, inc 26 


TODAY’S ADVERTISING 


Trends . 


Policies . People 


by Lawrence M. (Mike) Hughes 


Billings 


J. Walt ompson Co. doesn’t usually spill billings 
figure But with a 1957 total—domestic and abroad 
| { 00 million tanley Resor and Norman 
re e may be tempted o talk 
\Ie e, Marion Harper, Jr will proud! 


( MM) lion for McCann-Erickson, and Young 
cul d BBDO both will come p with about 
| r ! t Ss! billios billing tro tf tour hop 


Lots of Time 


| ead t the fact that ilthough onl two evel 
left $40 | Wayland Ayer and Albert Lasker 
ilert ad reryt till find mar Was fo pick up a buck 


Lhe P.O).-req ed statement from ‘Time, It 


report 


( el W Meek a 1 more-than-10% owne 
( 1] ( ro loy statist ear or So ago, of H irr 
| ( (Jrigina nvestor who had pur hased for $50 
| ) 


preferred tock and one of common 


voul vy OW tf the had retained their original 
184 res of common irrently valued at 
S15.000) C)ver 4 eal thes would have received 
6,400 | n addition to their original $50 
pl ; ( hen preferred shares were called in 1930. 
I haven't ked im or the SEC how much he own 
But with “Time assets now around $125 million 
| have gained a multi-million interest in it. Mr 
\l | te toreigvt operation oT | W | Co 


Holdout 


Ot the biggest network radio advertisers in the 
peak id ear LOS 14 are back this vear,”’ CBS 
procla newspaper page All 15 are listed, from 
PACs to Gil But No. 7 is neatly blacked over. ‘Th 
hold Ch onfice Campbell Soup 
Exotic 

Vir H nd | ind 800 air-conditioning dealer 
enjoved ¢ prepackaged week this fall at Nassau. But 


vhen we rot ba k { V (Bing) NI use IO, ENE V-pD. of 
told me that their travel incen 

( nust be made even more “exotic.” 

Next fall Fedders will fly 2,000 top contestants to 
L anne on the French Riviera ‘The rest will go to 
Jamaica. For Cannes, a dealer must sell some 150 units. 
Largest litt to France to date was RCA’s, this year 
Che French Tourist Office 


iS Starting a Convention Bureau to lure Ameri ans 1S 


or 250 dealer 


whic h also 


plenty plea ed about Fedders 


132 


Although costs of the 1957 contest alone exceeded 
$1.5 million, Fedders (D’Arcy) spends more than that 
in advertising. Its 1958 unit air-conditioners, featuring 
a hot-and-cold 


duced in a spread 


“heat pump” principle, are being intro 
in the De ember Reader's Digest. 


(Calkins & Holden) probably will deliver 
first 707 jet transports to Pan Am in January 1959. But 
after that production will be allocated among “TWA, 
\merican 


Over a two- or three-year period Boeing is spending 


sraniff, Continental and foreign lines. 


about $5 million for sales and advertising. ‘The 707 and 
shorter-range 717, the Douglas DC-8, Convair’s 880 
Lockheed’s propjet Electra and others will cause the 
airlines to spend many millions more in advertising an 


nually to fill doubled seat-mile capacity 


Edsel 
Wait until Easter. 


The 312 million advertising 


“impressions” (Foote, 
Cone & Belding) for Ford's new Edsel line have brought 
no showroom stampede. 

But Edsel’s people are patient: Buyers want to com 
pare, Starting with Edsel in September, introductions of 
the 1958 cars spread over two months. Now, folks are 
wrapped up with Christmas. (Few can give motor cars. ) 


‘Then they'll recover. Maybe by March. 


Rambler 

American Motors Corp. won't wait for the robins. 
In 10 months of 1957 AMC signed 689 dealers to 
“dualize’” with Rambler. October alone produced 134. 
Including erstwhile Nash and Hudson dealers, Rambler 
now has more than 2,300—who'll profit from a $6 
million Rambler advertising program (Geyer) in 1958. 
In 10 months of 1957 more Ramblers were sold than 
in all 1956. And since the fiscal year’s start, October 1, 


AMC has stayed steadily in the black. 


Misc. 


Anderson, Clayton & Co., world-wide, $800-million-a 
year business in cotton brokerage and other things, is 
expected to try a comeback with branded food products 

this time without “product managers” and other devices 
borrowed from Procter & Gamble. 

K-astman Kodak will offer premiums with cameras, etc. 

It’s nice to know now where you stand four years 
hence: Gross sales of Reynolds Wrap will rise from 
$30,798,000 in 1956 to $56,500,000 in 1961. Mean 
while, ad expenditures will climb (or decline) from 
$3,114,000, or 104° of sales, to $4,455,000, or 8.2% 


The Scratch Pad this issue is on page 48 


SALES MANAGEMENT 


iF YOU WANT TO KNOW HOW TO 


easy 


for active buyers to find out what they want to know about your 
products, ask a representative group of them. Recent surveys indicate 
you will get a very heavy vote in favor of pre-filed catalogs — the kind 
that Sweet's maintains for 1,740 companies in more than 110,000 
carefully qualified buyers’ offices in the building and industrial markets. 


SURVEY AMONG DESIGN ENGINEERS* SURVEY AMONG PLANT ENGINEERS* 


Have you had occasion to refer to any of the Have you had occasion to refer to any of the 
manufacturers’ catalogs in your 1957 manufacturers’ catalogs in your 1957 
PRODUCT DESIGN FILE? PLANT ENGINEERING FILE? 
Yes: No: Yes: No: 
If so, has such reference helped you find the If so, has such reference helped you find the 
product you wanted? product you wanted? 
Yes: No: Yes: No: 

Reports on both of these surveys are available upon request 


Sweet's Catalog Service division — FW. Dodge Corporation 
119 West 40th Street, New York 18 


" 
Sweet Ss catalog services inciude cata og desiar italog printing; the mainte ince of pre 


filed catalog collections, for ntinuing and instant accessibilit f ref Y qualified 


offices throughout the | jing and 
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$10,600 worth 
urniture for Vignola Furni 
idvertisement in I\ Weel 


| for Shapiro 


ell Z100 p 
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The Tribune can a 
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